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\LL ABOARD 

fHE *5:15 

II . leaving the Twin Cities daily, bound for variety. 
Ijama. comedy, nows. weathor and sports. 

ie great stars and shows of KSTP-TV (Channel 5). 
e aboard . . . The Lieutenant. Mr. Novak. Bob Hope, 
findl. Mitch Miller. Dr. Kildare. Bonanza and many 
'ippe . . . bringing you the brightest entertainment in 
Ib Morthwest. 

• so riding first class are the stars of KSTP Radio (15 
f your dial). Steve Cannon. Jane Johnston. Brooks 
l^nderson. Elt Ryberg. Marv Henry and the rest — the 
i est talent in the market. 

imhined with the outstanding news coverage that has 
ndt® KSTP Radio and TV famous, the 5:15* provides 
I ®ales ride you can't afford to miss. 



So catch the 5:15'! It's the most pffective, most depend- 
able vehicle for your selhng message in the North west 
All aboard ! 




Represented nationall\ b> I'd ward Pctry ft Co. 

CHANNEL KILOCYCLES 
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TELEVISION RADIO 

MINNEAPOLIS-ST. PAUL 

HUBBARD BROADCASTING, INC. 





MISS Ki 
MICHIGAN 





...if you lake the cue from Carol Jean Van Valin (Miss Michigan '62). 
No mailer whal league your producl is in, check Ihe recisrd books 
(ARB and Nielsen). ..Ihey prove you will miss Michigan wi|ho.u| WJIM-TV 
...for over 12 years Ihe driver Ihal's been pulling dov^n handicaps... 
in that rich industrial area made up of LANSING - FLINT - sJAdKSON and 
20 populous cities. ..3, 000, 000 potential cuslorners...748,>00 homes 
(ARB March '63). ..teed up exclusively by WJIM-TV. 



The Blair pro can show you how to get more power into your drive. 



BASIC 




Strategically located to exclusively serve LANSING . FLINT . . JACKSON 
Covering the nation's 37th market. Represented by Blair TV. WJIM Radio by MASLA 



WJIM-TV 
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More radio rate hikes;: Twicjc as many radio 
slfltions will raise rates (hiring next 12 montlis 
as did in the Inst year, with the average in- 
crease to be higher than at any time during 
jiast ten years, j)redicts RAB president Ed- 
mund Hunker. He also sees a cut in protection 
time, with some stations that currently ofTer 
advertisers six months protection cutting it 
down to tliree. Bunker adds, however, that 
while the rate hikes "may he painful to faint- 
hearted time salesmen," they will generally 
lead to higher volujiie, according to results of 
an RAB case history' survey. He said 91 % of 
RAB stations which raised their local rates 
enjoyed an immediate increase in local hill- 
ings. 

'Advoeafe' to fold: Group Ws experiment in 
telecasting a Broadway play on opening night 
to five cities outside of N,Y, was successful hy 
ix critics' standards, but not those who saw it 
in the theatre. The producers of Advocalc 
closed tire play at week's end after only five 
days. Some comments of critics who viewed 
the telecast: It was "a great event for theatre- 
starved folk out of town*^' ". . . An exciting tv 
e.xperiment;" . . A really noble service to all 
of uss" Group W has syndication rights to the 
telecast, but it may not be put on the market 
until 90 days after llie play's closing date. 

Rating rtinges dead: Another nail in the 
rafiag range "cofTin^' was added last week with 
statement (reportedly first ever made by 
grouj>) from Radio-Television Research 
Council that it voted against "reporting ratings 
as ranges." (See Sponsorscopc, 14 October) 
Council pointed out none of rating sen'ices 
have probability sample, which is measure 
employed for computing the range. "The pub- 
lishing of ranges will create the impression 
that ever>" figure within tlie range is just as 



likely to he correct ns every other figure within 
the range. This is not the rase." Connril in- 
cludes to|) media and agency re«^ean hers. 

Breather for advertisers? New FTC nominer 
John R. Reiller and rea j)j)ointee FMiilij) KIman 
will get their baptism of fire in n Senate Com- 
merce Committee confirmation hearing 5 Nov- 
ember, but it's most likely to be a shower of 
roses . . . if the committees concur-^ with Ilou'-e 
thinking that the FPC has given too much at- 
tention to picayune matters, and not enough 
to the big olTenders. Both Reilly and El man 
have heavy antitrust backgrounds, which might 
weight the FTC a way from its concentration 
on advertiser puffs on tv and radio and in 
print, and toward more serious violations of 
the rules of fair competition. 

Regimen okayed at long last: FTC at week'> 
end aimounced di-mi'-al of charges that Drug 
Research Corj). and its a gene v (KHCC&A) 
have made false claims for DRC's weight-re- 
ducing ji reparation. Regimen-Tablets. Dismis- 
sal order follows appeal by respondents from 
initial decision filed la-t 22 Jamiarv by a hear- 
ing examiner from complaint of 30 June 19.58, 
because disj)osition wa-n't within examiner's 
authority. Since the charge was made, 
KHCCA&A has changed its name twice, and 
moved once. 

Four Star dividend: A S*^', stock dividend on 
common will be paid 10 January to Four 
Star shareholders of record 10 Peceniber. 
Company grossed $22,076,7 iO for fi-cnl vear 
ended 20 June, and earned $793,501 or $1.2.5 
per share. Exers predict full lx»nefit of Four 
Star's diversification program will accrue in 
coming fiscal year. Shareholders elected 1 .eon 
Kaplan, senior partner of Kaplan. Livingston, 
Goodwin &• Berkowitz. to the board of direrlon; 
and re-elected all other directors. 
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Fifth radio web bows: 23 stations Vvill inaug- 
urate the fifth interconnected radio network in 
the U.S. at 11:15 tonight (N.Y. time) by 
carrying live WQXR's Casper Citron Show, 
featuring the editor-in-chief of the Times in a 
Monday-Friday hour-long news magazine of 
the air. Although the web starts with only fiye 
hours of live airing a week, schedule will ex- 
pand as advertisers pick up pilots now under 
their consideration. Linked in the network are 
WFLY, Albany-Troy-Schenectady; WGKA, 
Atlanta; WFMM, Baltimore; WKOP-FM, 
Binghamton WLRB, Boston; WBEN-FM, Buf- 
falo; WXFM, Chicago; WKRC-FM, Cincin- 
nati; WCLV, Cleveland; WKET, Dayton; 
WDTM, Detroit; WBMI, Hartford; WIBC- 
FM, Indianapolis; KCMO-FM, Kansas City; 
KCBH, Los Angeles; WIFI, Philadelphia; 
WLOA-FM, Pittsburgh; WXCN, Providence;: 
WCMF, Rochester; KCMF, St. Louis; WRUN- 
FM, Utica-Rome, and WASH-FM, Washing- 
ton. It will also be in S.F., on KDFS or another 
station. 

ARB includes Spanish diaries: Beginning 
with November sampling period, ARB will 
for the first time in the U. S. use Spanish- 
language diaries and bilingual interviewers, 
originally developed for use in Puerto Rico, 
to improve family cooperation during its tv 
audience measurement surveys. Border mar- 
kets are targeted, and ARB feels tlie improved 
procedure for inclusion of Spanish-speaking 
families selected in the sample will tend to 
reflect more reliably tv viewing in areas of 
heavy concentration of Spanish-speakijig pop- 
ulation. 

Esso Backs Series: Standard Oil (New Jersey) 
and a newly formed production-sjTidication 
firm, Newmark International, are jointly pro- 
ducing £"550 World Theatre, eight one-hour 
sliows documenting the cultural heritages of 
eight nations. Financed by SONJ, tlie series 
will be shown monthly in prime time during 



1964 in the SONJ market areas of New Yol-k, 
Washington, Boston, Philadelphia, Rochester, 
and New Haven. Needham, Louis & Brorby is 
the ageincy. The agreement with Newmark per- 
mits Esso affiliates first sho\ving rights and 
first refusal in all Ejiglisb-speaking countries. 
Each show will be filmed in and use artists af 
the country featured, but all perioimanfres 
will be in English. 

Japan 2nd fargesf tv nation: CBS president 
Frank Stanton says in terms of numbers of 
sets and percentage of population covered by 
theraij Japan is now second to n.S. Also, some 
50% of Japanese network tv during prime 
time ^0^v comes from the U3., "a direct result 
of removal restrictions on how much procgram- 
ing the Japanese netlvOrks could accept, and 
how much they were permitted to pay for itj." 
Stanton adds that the program exchange is for 
the moment "lopsided," but points out that tv 
counterparts of "such strikingly talented" mo- 
tion picture production organizations as Toho, 
Toei, and Daiei hav^e just begun to venture intto 
the medium. He said :; "We are now trying to 
acquire Japanese tv program product for use 
in the U.S., and to encourage Japanese pro- 
ducers to offer more material for such use. 
Stanton waS substituting for USIA chief Ed- 
ward R. Murrow as keynote speaker la&t week 
at tlie 2nd U.S. -Japan Canference o^n Cultural 
and Educational Interchange. 

Upgrade selling: Young people just out of 
school often list sales work as their last pre^ 
ference in vocations and^ as a result, same- 
times just fall into it . . , often because tliey 
can't do anything else. Tliis point was stressigd 
last week by Gardner v.p. William J. Rogers 
in urging a group of businessmen to t&ns^ 
their policies on screening sales applicants, on 
training procedures, and an giving public 
recognition to salesmen. He called for more 
academic endowments to create more educa- 
tional opportunities for salesmen. 



Second class postage paid at N.Y.G. 
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THE WINNER IN 
PENNSYLVANIA HAS 
BEEN WPEN NEWS 



PHIUDELPHIA'S 
MOST DUOTED RADIO 
NEWS SERVICE ! ! ! 







itstanilino news operation i editorializing i outstanding coverage of 
laitimunity service i sports coverage i special story coverage i outstand- 
01 reporting i outstanding commentary i outstanding v^omen's programs 

WWEM ■ RADIO 95 ■ PHILADELPHIA ■ REPRESENTED BY AM RADIO SALES COMPANY 
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When you have 
more than half 
of the over ~all 
television audience 
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WE'VE GOT 
AWAY 
WITH 
WOMEN 
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Big changes for Fall' A great 
new VVJBK TV season is born 
and thriving, with daytime pro- 
gramming our big ivomen s 
audience likes better than ever. 
From second cup of-coffee time 
through the dinner hour, we cap- 
tivate the ladies with the 
Morning Show, 9 to 10.30 a m . 
Hennesey, 2.30 to 3 p.m . the 
Early Show. 4 :30 to 5:55 p.m.. a 
full hour of news from 6 to 7 p.m . 
plus great new syndicated shows 
and the best of CBS. Very defin- 
itely. WJBK-TVs your baby to 
sell the big-buying 18 to 39 year 
old gals in the booming 5th Mar- 
ket. Call your STS man for avails. 
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What do all these famous faces have in common? 







They re all alumni of radios oldest discussion series - 
Northwestern Reviewing Stand-30th year on WGN! 

WGN Radio is proud to salute one of the most respected community service 
programs of all time— Northwestern Reviewing Stand— as it begins its 30th | 
consecutive year. 

Reviewing Stand is produced by Northwestern University in cooperation with 
the WGN Public Affairs Department at the WGN Mid-America Broadcast 
Center. "^Fhe award-winning series is widely acclaimed as the outstanding 
University radio production in the U.S. As it begins its 30th year. Reviewing 
Stand will be heard again on WGN Radio, 125 Mutual afflhates and a num- 
ber of non-network stations. 

We at WGN have the feeling Reviewing Stand still will be going strong 
thirty Octobers from now! 

WGN IS CHICAGO 

t)ie most respected call letters in broadcasting 
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PUBLISHER'S 
REPORT 



One iniiii't \U'W of 
sicnific-iiiil lia|i|Uiiin«N in 
hiiKiiUasI aiKrrlUini; 



Is Governor Collins doing a good job? 

TIIK ,)|" (iptMi li'iU'V- l)t't\\('<Mi (-<i\ciiinr l.cluu (jilliii- .mtl 

tnvM'll ill llif la-t tut. i--ii<'- <•( -i-unmik -limil.l ''•ii-liliilr lull 
tirni|)li;m<r initlfr tin- I'.i ii nt'-.>. DDctiiiic. 

Si) forgive ni(\ C-ovfi imi . for iii-i-liiij; on llir Ki-l uonl. I'.\«'ii if 
liii-. rt'l)iitl;il i> loailt'tl. if- ioadi'tl \ our ua\ . 
1 lliiiik \ oii'rr (loiiifj a (iiif jolt. 

Wliirli lini>l fomc a- a -lins k to voii after nn n-cciit Isrifk-lial-. 
I.rt inc t\\|)laiii. 

Ill iiiv lniinl)lt> opinion. \ oiTrf doing a (nir joli tlf.-pilf lli«' llial 
voiii- intliistrv i(>lation> joli li'avrs lunrli to Im' «l(*>ir«-(l. on \v ainio-l 
«nn<> to tli«> lialfuav mark in your -cri.'- of figlil NAT. Regional Werl- 
ing>. Yonr conslilntMit- ( tlic l)roa(lca>tcrv ) arc -.'fing \oii farc-ln-iatf 
arnl arc iniproM-d with your zeal. Von'rc talking to tlicni like a incin- 
Irr of the faniih . Hut the\ -till have reservation-. 

What live sou aeeonipli>hing? 

I hope that eaeh and e\er\ one of \ our ineinlier.-hip take- lime to 
read yonr neuly-i>-iMMl 2r>page "196:^ Major l--iie- and I'r()jeel> 
S|»eeial Report to the NAB Meinher^hip." It*.- a record of prime 
ohjeelivc- and aeeompIishinent>. and -hould ludp di-pel the aura of 
rny.-lcry that -iirroiind- \oiii- .NAB activity. 

Bnl il'> not so iniicli what it -a\>. Liider \«)nr -teuard-hi|) hettei 
^Nurk i,- Itcing tlone in the area of govcrnmtMit ndation- than ever he- 
fofc, I'm referring not oidy to yonr activit) uith -uch men a- llai i i^ 
awl Henry, hut in the hall^ of Congre— and the all-important Con- 
grc-sional c()nnnittec>. And let'- not forget \oui work with the -tatc 
ii>>ociati()ii>. Ill recognizing their importance \ on* re hnildiiig new 
^IrtMiglh l(n onr indn-ti\. 

I like \ onr forward thinking on the rating problem. Kl-ew here in 
tiri- i>-ne i> a report on the po-iti\e -tep-. w ith the a— i-lam e of Itroad- 
ca.-ler.- like Don McCannon. Si Goldman, Fred I lonw ink. Mai He- 
\ illc. and other-, to Bring rating- into proper focn- and nlilitv . 

Some are asking. "I- the Governor n-ing puBlieitv a- a -lepping 
-tone for a joh in government?" 

Ive talked to von. and to a numhei ol v our clo-c-t a--ociate- and 
friend- in the iiidu-lrv . I have the dednite inipre--ion thai vou re in 
fill- jol) foi- the fid I duration. 

^ ou're haid-workiii':, eon-eieiil ion-. »ind vou have a eon-' ien< e. 



You have the admiration and eoopeialion ol iinporlaul people 



HI 



gtnernment. Yon al-o have gut-. 



But vou niu-t make \ our own eon-titiieni-. the Broadea-tei leeog- 
lize that voii're working t>\elii-iv elv for llieiii and that vonr appejl- 
to the puhlie will l.enelit them. Onlv llieii will the \ \B n-ah/e vonr 
great [loleiitial. 





(Casey) Radio Center 
P. 0. Box 870 • Beaumont, Texas 
A" 3t«d ' '. ■ 4 • 0 

In Stiumont cill (d 0 Ittrt If 3 S4?l 
In HawslSB cill Out Merris K hVl 
n 3 258t 
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Letters to the Editor 



TACT AMPLIFIED 

TACT is interested to note in 
spoxsoH, 17 June, that you mention 
"TV \'ie\ver Card whieli lists not 
only reaetion to the show, hnt also 
to the eonimereials." Apparently you 
are referring to one of TACT's tools 
and used by man\' groups. TACT 
membership includes two Chieago 
T\' Stations, various American As- 
sociation of UniversitA,' Women 
branches, several PTAs, V\^)man's 
Club groups, United Church Wom- 
en of Greater Chieago, several indi- 
vidual churches, numerous study 
groups and many individuals. 

HowcN'cr, TACT acts only as a 
channel for individuals. Our basic 
premise is that government or group 
censorship is not the best way to 
raise television standards, but urges 
individuals to express their own 
opinions directly to the man who 
pays the bill, the sponsor. Most peo- 
ple send cards to programs they like 
because otherwise they woiddn't be 
watching. Our emphasis then quite 
naturally becomes positive action. 

Ruth W. Pflager 
president 

Television Action Committee for 
Toda\' and Tomorrow 



LAYOUT MAX CALLS IT "LUCK" 

Nhiybe you have a layout man 
who leans towards genius or mayl)C 
it was sheer luck, but whatever the 
case, pages 58 and 59 of tlxc 7 Octo- 
ber issue of SPOXSOH are worth 
studying. 

On page 59 there is an article 
headlined, "Manelovcg calls for 
facts to 'proof radio audience." lii 
it, Mr. Manelovcg states that "what 
we need is tangible proof that the 
commercial is getting througli to 
tlie people." 

On jiage 58 there is an article 
about the Exci'drin test campaign 
on \\■XK^\' Radio. 4o(n increase in 



the use of the product over a siv 
month period is fairly graphic prouf 
that the commercial is indeed gfft- 
ting through to the people. 
yir. Manelovcg, please note. 

Robert RieMr 
prCsMslft 

Robert Richer Representatjfii 
New f wk 



"BROAi:)ENED ATTITUDE" 

My compliments to spoxsqh on ils 
short but extremely nieaniiigful re- 
port on the publisher's breakffst 
with Mr. Henry. 

It has certainh' broadened my at- 
titude toward him, as a man and OS 
Chairman of the Federal Commuflb 
cations Commission. 

Robert M. Ligit 
pre&idBJfi 

Southern California Broadcas^teftS 
Assn., Hollvwood 



IMPROVED FORMAT 

A short, belated note to mm- 
mend you on the improved format 
of SPONSOR. It is easy to read aiid 
represents a comprehensi\'c view. 

Ineidentalh', many thanks for \he 
additional copy of the Report to 
your readers. 

Max H. 1?M 
general mauilpf 
KTNT-T\', TMamii 



TRIBUTE TO A DESK DRAWER 



I waited for two weeks to 
the full eiBFcct of your change in im- 
mat set in. It is tijne saviirg — and ts 
easy to get aioimd in as a WfU 
organized desk drawer. Cangftttft- 
latious on a well planned and iii^eh 
e\ecu ted i niproyenien t ! 

J. M, Baifftli 
\'ice president, gen, m^. 
^VRE.^-T\^ Rockfor^ 
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RATINGS WE'VE GOT! 
LET'S TALK ABOUT 

WIVES! 




Wi\'es \\e'\'e got a plenty too! In 
our KELO-LAND TV audience are 
happy wives, matronly wives, fussy 
fraus, dutiful wives with thirteen 
children, and beautiful wives with 
almost one. We have brand new 
helpmates too, like the poor kid 
who wrote us, "1 ran home to moth- 
er's tv set last Monday beeause a 
certain brute in my bouse wouldn't 
let me watch the Dick Van Dyke 
show." In fact, it's determined gals 
like these that help swell KELO- 
LAND TV ratings to 67% ARB 
METRO SHARE.- And more 
homes reached in the total Sioux 
F'alls-OG County area than by all 
other stations combined. 

*ARB Sioux Falls Metro Area estimate. Feb. -March 
"63, 9 a.m. to midnight, 7 days a week. 





Wis. Valley Tv Corp. 
ups Dudley tq pres. 

Richard D. Dudle>', general man- 
ager of Wisconsin Valley Television 
Corp. for the 
past si.\ years, 
has been elect- 
ed president, 
general man- 
ager and a di- 
rector of the 
firm. Dudley 
will supervise 
WSAU - TV - 
AxM-FM, Wau- 
s a u and Dudley 
WMTV, Madison. He succeeds 
George Freehette, who died 24 
September. Valley Television's 
board also announced the following 
promotions: Bart F. Kcllnhauser to 
station manager and program man- 
ager; Thomas E. Bolger to general 
manager of WMTV; Roland W. 
Richardt to director of engineering 
for all the firm's stations; Martin 
Ilogman to general sales manager 
of WSAU Radio and William ^E. 
Payne to j^romotion manager. 

Closed - circuit tv net 
opens SRO in Canada 

A closcd-c-ircuit tv theatre network, 
televising professional sports events 
for showing in movie houses, made 
its debut last week in Canada with 
SRO signs on all nine of its theatres, 
and a total gross of $24,000. 

The closed-circuit sports \ enture, 
owned by Famous Players Cana- 
dian Cori?. and Internatiomil Tele- 
ineter, ser\'cd up the Toronto Maple 
Leaf's first out-of-town game of the 
season for about n,000 ice hockc}' 
fans gathered in Toronto theatres. 
The game 13 October, also seen by 
Telemeter's home pay-tv subscrib- 
ers, was the first ui a series of 32 
that will be presented by the closed- 
circuit operators until next March. 

Fans witnessing the game at thea- 
tres paid prices ranging from $1.25 
to $2.50, Home subseribers paid 
$1.50. International Telemeter, a 
subsidiary of Paramount Pictures, is 
aligned with Famous Players Cana- 
dian Corp., 51% owned by Para- 
mount, and Trans Canada Tele- 
meter, in a four-year agreeiwont 
wiUi the Maple Leafs for closed-cir- 
euit presentation of the team's away 
games. 




1^^^^ CBS • ASC 

KILO-tv • KOLO-t¥ • KPLO.t¥ 

(interconnoctcd) 

101 ftevB. Presitfsit 
Evm Nord, Iseeutiw Vkt- Pres. Ir Con. Mgr. 
Urnf ttfttsM, rm-fni. 
Rtpriunttd AittoMttir by H-K 

In Minniapslis by Wapi Imm 
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WKZO-TV MARKET 
COVERAGE AREA • NCS '61 




Rnti»K projeclions are estimates only, siihjecl to any dejects 
and limitations oj source material and Methods, and may 
or may not he accurate measurements oj true audiences. 



BUT... WKZO-TV Keeps 'Em Awake 
in Greater Western Michigan! 

More people sit up nights with WKZO-T\' than with 
any other Michigan station outside Detroit. 
See NSI (March "63). It credits \VKZO-T\' with 
deh\-ering more homes than Station "B," 7:30-11 p.m.., 
Sunday tiirough Saturday, and with 48^ more from 
1 1 p.m. to 1 a.m. 

We ha\ e the day [icoplc, too. ARB (March '63) shows 
75*^ more bright-eyed ones watching WKZO-TV than 
Station "B" from 9 a.m. to noon weclcdays. 

Let A\-ery-Knodel give you the whole dreamy story of 
this wide-awake ouilci! A)id If you icant all the rest of 
upstate Xlichigan worth hating, add UIVT]'/ IVWUP-TV, 
Cadillac-Sault Ste. Marie, to your 1 1 'KZO- T I ' schedule. 

sf: A 15-year-old girl yawned continuously for five weeks in 1S88. 




WKZO -TV 

100,000 WATTS • CHANNEL 3 • lOOO'TOWli 
Studios in BptK KglamJazoo and Grand Rgpidi 
for Greater Werfern Mkhigtin 
Avery-Knode\, Inc., Cxclusivt N'al'ionql Hepreaenlalivei 
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In.IcrpretiitkiH »nd conimcntmry 
on moit lignincant tv/r*dto 
and marLeting nsws of the yctk 



Network tv battle for prime time leadership is tightening. 

With all new shows now oti air, attd %iewitrg patterns beeuinittg ilal»ilii5ccj, rarli 
new report lakes ott added nieairitig. The 30-niarket (big eity) NielM-n, a .Milc-aniph* 
embracing about 50 /t of the audi meters included in the Nielsrn XatioriMl, show.-, 
this picture: 

SHARE OF AUDIENCE 
ABC CBS NBC 



29 September 28.3% 33.0% 28.0% 

6 October 28.6 32.7 27.3 

13 October 29.7 31.0 27.7 

Included in the averages are all network program?, 7:30 to 1 1 p.m. Tabulating 
network leadership by half-hours in latest week, ABC wins 16, CBS 20, \HC 13. 
Though 30-market results aren't the same as the Natiottal.s, direction correlate?. 
Weeks of 6 and 13 October a re the ones included in the first October National, 
coming later. 



In one segment of network programing, half-hour situation comedies, ABC is making st/ong 
headway, 

30-tivarket Nielsen's for week ending 6 October, itetuork's -e^ett halfdioui 
comedies had 38.5 % share, CBS- TV's nine at 35.9' j ^harc NBC 'H four 
averaged 27.45^1 . Leading them all was the new Patty Duke >hou \uth a -W. 1 ' c 
share. Domia Reed followed with a 16.1%, Be\erlv 1 iillbillie*. at ILS^*' . 



Dietroit is one area which will take more than casual notice of New York Mirror demise. 

Despite its being at bottom among iNew York papers iu national adxerti-ing. 
Mirror had a strong attraction for automotive dollar-. Iu fart, it \> a- \w>«^kda\ 
leader, receiving 1,224,453 lines of automoti\e advertising in 1962. Ordy the N m 
York Times came close among the major dailies, with 1 .0.37,7.51 weekday auto- 
motive lines. 

But in other areas, national advertising was meager in Mirror. Though .-erond 
largest circulation paper, it received only 2.7 million lines of national advertising 
in 1962, out of total 13.2 million. And automotive was nearly half of national 
total. In comparison, AVu- York Times national advertising h\A year wa- "^ix times 
as much. 



IpMal tv campaign for Chicago Ford dealers will be repeated in Novemtier. and could lead 
to similar efforts in other cities. 

To spur lagging sales. J. Walter Thompsott, took a local approach, built around 
improvement in Chicago, and in Ford. Chicago Ford Metropolitan Dealers, a 
separate group, supported the heavy tv commercial schedule la-l ?umm«*r, with 
local tie-in newspaper ads. It was first time Ford created serie.- of commercials for 
a local tnarkel. 

Campaign, supervised by JWT's Harry Trelea\en. wa- regarded as -.ucr»*s,ful, 
with consideration now being given to other markets. 
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Triangle has scored a coap in signing Eldon Industries for autti racing events in 41 markets. 

Triangle Publications Radio-TV division arm, iri its biggest syndication sal6 to 
date, has lined up the toy maker for series of events including Nassau Speed Week 
and Sebring, Watkins Glen, and Little Indie races. The half-hour film sho-yss arg 
somewhat of a "natural" for Eldon, since the company makes a miniature Sebring; 
race track. The buy was handled through Klaii-Van PietersQ-Dunlapi 



Armstrong Cork's account team at B|t)0 again tras underpne considerable chajige. 

Henry Monash now heads the group, succeeding Al Cantwell. Jim Blair replajaes 
Dick Davis as copywriter and new tv art director is Alphonse Normantlia, Accannt 
was shuffled earlier this year when Danny Kaye; show was chosen to replace Armr 
strong Circle Theater. Problems have cropped up, with one or more consumer 
magazines dropped by agency because it failed to get cover position®. 

Status of Kaye show isn't involved^ Armstrong ad director Craig JMoodie is 
satisfied with early performance of show^ believes it'll take two or three national 
rating reports befoje show can really be evaluated. 



Commercial talent negotiations get under way today. 

American Federation of Television and Radio Artists has been talking already,, 
now Screen Actors Guild and AFTRA sit down with negotiating committees from 
4A and Association of National Advertisers. Changed procedure this time, with 
advertisers and agencies dealing difectly with uniorls instead of as observers^ is 
illusti-ated by fact that neutral grounds are being used for negotiations, previoudy 
held in network or union offices. 



Television Affiliates Corp. is planning to produce programs. 

TAG, which serves as clearing house for programs betvveen slatiftns, is awaiting 
the signing of a "name" host for new public affairs series before making aimounce- 
ment. It was not immediately known what distribution techniques wouU be used in 
placing the show, but evidence seems to point to national sales to stations not neces- 
sarily in TAG membership fold. ''Pulling power" of the host, however,; will be Hg 
factor in selling techniques. 



Release of Toy Manufacturers' study on tv's influence on cfiildren has been ftoppid. I 

Public-opinion survey reportedly miniarized medium and won't be repoxtrf 
because of "conflicts which simply could not be resolved." It's undeEsEood ittcxjur 
gruity of questioning medium which receives 90 % of ad dollars spent by indnstfy 
may have been a factor. At same time, validity of public opinion on relative valueiS 
of childhood developmental influences could bare been the question raised by the taf^ 
makers. 

Toy Manufacturers of the U.S.A. is also checking advertising expenditures^ 
another hot subject, since many manufactUfeTs have beien accused of inflating figures 
to aid sales at annual Toy Fair. Estimates will piobably show some $30 million In 
tv this year. 





When you have 
more than half 
of the over ~all 
television audience 
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OCTOBER 

National Assn. of Broadcnsters, fall 
conferences, Pittsburgh - Hilton, 
Pittsburgh (21-22); Americnna, 
Miami Beach (24-25) 

Texas Assn. of Broadcasters, fall 
convention. Cabana Hotel, Dal- 
las (20-21) 

National Society of Sales Training 
Executives, sales trainer clinic, 
Cornell University, Ithaca (20- 
25) 

Midwest Educational Broadcast 
Music Directors, conference, In- 
diana U., Bloomington (22-23) 

International Radio &: Television 
Society, special projects lunch- 
eon, V\'aldorf-Ast()ria, (23) 

Advertising Club of New Jersey, 
direct mail clinic. Military Park 



Hotel, xXewark, X. J. (24) 

Mutual Advertising Agency Net- 
work, meeting. Palmer House, 
Chicago (24-26) 

Gibson Report on the Negro Mar- 
ket, symposium. Hotel Roosevelt, 
New York (25) 

American Women in Radio and 
Television, board of directors 
meeting, Mayo Hotel, Tulsa (25- 
27) _ _ 

West Virginia Associated Press 
Broadcast News Directors, fall 
meeting, Clarksburg (26) 

National Country Music Week, in 
conjunction with annual country 
music dj convention and WSM 
salute to Grand 'Ole Opry, (27-2 
Nov.) 

Institute of Broadcasting Financial 
Management, 3rd annual genera] 



I 
I 



meeting. New York Hilton, N© 
York (28-30) 

International Radio & Tclevlsjaji 
Society, series of eight ttmelmy 
ing and selling seminars hegiui, 
CBS Radio studio. New York {M' 

International Radio & Tclevisitii 
Society, newsmaker lunch^n:, 
Waldorf Astoria, New York (3Qi 

National Retail Merchants AssJi., 
seminar. Commodore Hotel, Nb*\ 
York (31-1 November) 

NOVEMBER 

Oregon Assn. of Broadcasters, cQti- 
vention, Hilton Hotel, Portlaad 
(1-2) 

National Business Publications, fff- 
duction seminar, Essex House;, 
New York (4) 

Central Canadian BroadeastfiiS 



DEBORAH 
KERR 



ROBERT 
MITCHUM 



One of the big ones from 

WARNER BROS 




PETER 
USTINOV 



The laiesi and greatest selection of feature nioiion pictures for lirsi-run lelcvisioii 
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Assn., ni.iiKigrniciit and ciigiiieiT- 
iiig coinciition, Koyal York Ho- 
tel. Toronto (4-5) 

imcriciiii Assn. of Advertising 
Agencies, eastern annnnl niert- 
irig. Waldorf-Astoria ((i-T) 

|ll]inais Hroatlcasters Assn., fall con- 
vention. Chicago (T-S) 

iitieniational Uadio Television 

( &)ciety, 1st annnal college majors 
conference. I lotel Roosevelt, 
New York (T-S) 

VVajihington State Assn. of Broad- 
casters, fall meeting, Kid|)atl) 1 lo- 

' lei, Spokane (7-9) 

%$m. of National .Advertisers, an- 
nnal meeting, 'i'lie Homestead, 
Hot Springs. \'a. (10-13) 

jCroup \V, 5th conference on local 
pnhlic servici- programing. Insti- 
tnle of \lnsic. ( 'lc%elaiul (ID 



r.leetrom'e hidnstries \ssn.. i'Ki i 
railio l.dl meeting. M.nigcr Ho 
lei. Hoeh.-stcr. X. Y. (11-13) 

.National Association of Broadcast- 
ers, fall conferences, 1 )inkl( i ■ 
Andrew J.ickson. .\'.ish\ ilic (II 
15); Hotel Texas. Fort Worth (IS 
I!)), ( ]osinopolit.m. Denver (21 - 
22); Fairmoimt, S.m I'r.nu i\i t> 
(2.->-2fi) 

\dvertising Women of New York 
I'^onndation, .nimi.d ad\ertisinu 
career eoiilerencr. (^onunodore 
I lotel. New Yoik 16 

National Assn. of lulncational 
liroadcasters, nation. d conven- 
tion, I lotel Schroeder. Mikv.in 
kee (17-20^ 

The Telev ision Bnrean of Advertis- 
ing, anm)al meinh«'rship meeting. 
Slu'r.iton-Bl.iekslone 1 lotel. (,'hi- 



( .luo l')-2l 

Broadeaslcrs Promotion \ssii., 
nn.d eoiiN ( iitioM J.i< k I ir Hul< I 
.S.ui l""raiu iseo ( 17 2*1 

.New York l'm'% ersit y's Division iil 
(General l-'.dneat ion, ••dilorid 
workshoj). I Intel L.mc.ist( r N« u 
York (IS-20> 

\meriian .\ssn. of \d\ ert i.sinu 
.Agencies. .mnii.d < fHi\eiitioii 
St.itlei lldtou ( l< \ < I Old 20 

Internation.d B.idio <.\' I eli v ision 
Society, new s m .i k e r hnu lie< in 
u illi \\ \\ < rell I l.irnin.iii. 1 1< >l< I 
Hoosevelt. Neu ^ nrk 20 

National \cadeni\ of I'c le\ ision 
\rts and Sciences, dinn« r. Hilton 
I lotel. .New \ink 22 

International Radio iV l elev isimi 
.Society, sj)ei i.d projetts Imi h 
eon, \\ .il<l< II I \ston.i 27 
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COMMERCIAL 
CRITIQUE 



Trends, fccliniques new 
styles in radio/ fv 
commercials arc evaluated 
hy indiisfrv leaders 



The new look 

in tv commercials 



THE DAYS of the li\'e action camera 
in tv spot production appear to 
be numliered! More and more, 
major tv advertisers are using still 
photographs and kodachrome trans- 
parencies. Art work, graphic design, 
typography and abstract drawings 
are replacing expensive animation. 
Percussion musical themes, with 




drumbeats and other musical af- 
fects, are added to narration. 

This is the new look in tv spots. 
Photos, stills, modern graphics, con- 
temporary music combined with 
animation camera movenients — 
zooms, pans, dissoK es — even type 
of motion to give these stills and 
drawings life. 

Even the filmed stor\ hoard pre- 
sentation looks different in fotoina- 
tion. Remeniher the Goodyear clip 
in panel one? The tires are pJwto- 
<iraphs but the tire tracks are draw- 
in.£;,s. In simple fotoination the tires 
moved downward revealing tracks. 
What could he more graphic? 

The viewers acceptance of the 
visual elements of fotomation is 
easy to explain. Take magazine, 
newspaper and hillhoard ad\ ertis- 
ing, for example. IIa\e >ou noticed 
the extremely clever use of eye- 
catching photographs — the abstract 



color designs — new examples of 
t)'pography? Look at advertising 
circulars, window displays, paper- 
back book jackets. Everywhere, in 
every media, advertising men are 
using ne\\ graphics to attract the 
customer, hold bis attention — and 
sell the product. 

Here's where the animation camera 



goes to work. Our modern anima- 
tion stands photograph all this \ \- 
sual material on oiie negati\c com- 
plete with e\'ery kind of camera 
movement and optical effect. 

Using still photos instead of live 
action reduces the cost of tv spots. 
Look at panel two, for example: the 
scene called for an over-tbe- 
shouldcr zooin shot to a close-up of 
the bankbook. In live action, the 
setup — lighting, focussing and 
zooming — -would require a half- 
hour of studio time with a full 
camera crew. In fotomation, only 
one still was reqm'red, and the ani- 
mation stand did the zooming. And 
the intimate feeling of a close-up 
was never lost. 

Speaking of graphics, look at 
panel three: instead of using t\pe 
faces for titles to a jingle, the word 
"yes" was spelled out in this fa.s"hion 
— another iirdication of graphic use 



of materials. 

T\ \'ievvers are conditioned to 
contemporary music. A^'itness tfe 
amazing attendance at hi-fi sbo\»s, 
the sales of stereo components, tlte 
acceptance of fm stations. Perciif- 
sion musical themes with druiji* 
beats and \isual effects now appear 
in t\ spots. In fotomation, the mar^ 
riage between stills and fast nilisj- 
cal beats is obvious. It pro\ides St 
quickly paced sound track to which 
the stills can rapidly change pace — 
in perfect S)'nchronization. Or, 4 
slow musical theme can be visuaL 
ized with slow zoom and panning 
stills coupled with camera dis- 
solves. 

The time production probleOJS 
are solved with fotomation. Tv 
spots, presentations and shows cpft 
be produced in less than a w^d^, 
sometimes overnight. How? Be- 
cause the use of stills and art cam? 
plctely eliminates the need for tinw 
consuming editorial and optical 
work. E\er)"thing is photograillifll 
in a few hours, on an animaticai 
camera and on one negative match- 
ed to sound track. Often, the first 
print has the track right on it. 

Finally, the question of cOst. Tlie 
obvious elimination of lixe iictJQil 
crews, studio costs, the overshoot- 
ing of li\e scenes, the savings ©a 
film, editorial and optical pxoducn 
tion costs, materially reduce film! 
production costs. ^0 




.AL ST.AIIL. president of .AnimatpcJ 
Productions, nc\<-sp:lper carloolTiM 
for George .\^at;he^v Adams Xews- 
s->iidieafed 1934, storynian, aiiiitia- 
tion. for Famous Studios. Ttm- 
toons Signal carps motion pietur* 
cameriunan — ^^VVdrld NVar 0, prO-= 
dueed first tv spot in 194" for the- 
^meriejin Cancer Soeiet*. and tS' 
date, more flian 5000 tclpvisfoaj 
commercials. 




(1) DUPLICATING LH'E ACTION— Goodyear spot sho\v.s plioto of tires and drawing 
of tire tracks (2) CAMERA MOVEMENT WITH STILL PHOTOS— Note po.sition of 
bankbook at center of screen. Camera zoom indicated holder's reaction (3) NEW CON- 
CEPT IN TITLES — Decorative party' cake lettering instead of cold, infoniial tj-pe 



18 



"LT 
SL 



m@Wor SUBSTANCE? 




( 'irciilat ioii fitriircs arc tlirv shadows or siil)--tain'.- •* 

Kspcrially in t lie broadcast field. Is the nnud)cr <>f n-Juh-r-^ 

the important thiujr or the iiiipurtaiiee ft t he peuph' who <h' tl < r> ad 

Think it over and you 11 sec how aindess box ear ti<;ur< s r< alli ar- K>|" 
when yon consith-r that in all of America there ire i^t hU> it « m <\ 
till titanic >i) ulio finalize !».")',' «>f all the national sp. * 1. isin 

( M" conrse SPO.XSOK reaches practically e\ .tv one . \ <-\\ r»iiot.|\ c» i 
with the pnrchasc of time but alntnt this " titaiii JtK Mt" tl" r. i- • i • 
indisputable fact . l>y every independent survey made >l'( >N^< >K 
reaches this "titanic iHRIO" with -^'reater impa> t . more . o!i>iNt. i t \ 
than any other publication in t lie industry. 

This is the STllSTAXCE of our messajjre We can pro\< ' 
bcvond the .SHADOW of a donbt 
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I ^^^^ I ^1 ^M^^ H «k THE WeCKLV MAGAZINE TV RADIO &DVEftTllEKS USE 

555 FIFTH AVE. MU 7-8080 NEW YORK 10017 



'Hey , why don ' t 
you let me set 
you straight .! " 




There's only one rule Lo follow in reaching the total North Florida South 
(Georgia regional market: WJXT Television! From any angle, the figures 
prove it . . . ^>07^7 niore television homes reached outside the metro area 
. . . 17'?( more inside Jacksonville itself ... 42 out of the top 50 breaks . . . 
but, why go on? W.IXT is the only efhcient way to build a schedule that 
stands up ! 
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POST-N E W S W £ E iC 
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ating service audit 
set to roil early in '64 



McGannon reveals Rating Council plans to 
ptudy audience measurement techniques 
BB NAB opens annual industry conferences 
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i nii ol tlic I atiii'4 sn\ Il l's is ex- 
pected to start ill eai K lUfvl, iiii- 
Itfsr tlie Mipeixision ol the Hating 
C'oimcil. the oruaiii/.atioii created 
In till- \ati(Uial Assoeiatidii ol 
Uroadeasters to do the joh 

I he step, cii I III i na t i II <; main 
iiiuiitlis ol work h\ hroadeast indus- 
try leaders, diiriiii; which time rat- 
iii^*; \\,\\v come under scmtc attack 
hy eminent and others, was re- 
vealed last week hy Donald II. Mc- 
' Cannon. ( iroiip W president, w ho 
lui\ served as chairman ol the cmin- 
t il and is 1 hairin.ni ol the \AB re- 
I search committee. Heportin^ on the 
j vear-old council's ellorts to more 
tlian 200 broadcast e\ecnti\es as- 
I sciiihled in llartlord. Conn., for the 
opening fall cimference of the XAIi, 
j Mc(^.innon said all pre pa rat or \ 
I work would he completed hv the 
^t iid of the \ear. 

fl| hen the audit <4oes into action. 
Hdie Hatinu Council, it is jirojiosed. 
"fwill hecome .i non-profit corpora- 
tion. At the moment, incorporation 
IS hein<4 held np hecaiise fin.il mem- 
Iwrsliip has not heen decided. The 
X.\B. ILulio .\d\ertisinu Bureau. 
iVIev ision Bureau of .\d\ ertisiim. 
Xational Association of l-'\l iiroad- 
easters, and the .Station Hepresenta- 
tites .\ssociation w ill he represent- 
ed, W hether the \ssociation of \'a- 
tional .\d\ ertisers and the Vmericaii 
V.wociation of Ad\ ertisinu \ueiuies 
will he included, is not yet known 
The W .md \\.\ ha\ e s.it in on 
HatiiMj; ('onncil sessions as obser\ers 
and ha\e participated to the fullest 
exigent. \[c(^annon s.iid. And he 
hopes the\- w ill decide to hecome 
full ineinhers of the hoard, hec.iiise 
"without them, it would limit the 



I oil I ol the It loriii jirouram. I In 
Croup \\ president also noted he 
thinks till' go\ eriuueiit would like 
to see them p.irticip.ite as lull inein 
hers Decision on their jj.irticip.itioii 
w as to he worked out at a meeting 
seliediiled at week s end 

The iiuli\ idii.ilK designed metlio- 
dolo'4\ qiiestionii.iires. prep.ired In 
the Hatini^ (council i^roiip lie.ided 
I IV XBC's llimh \l Ik'ville. and 
sent out last \iimist. should he re- 
turned hy the rating ser\ ices this 
week, McC^annon continued. I hese 
I iiiestioimaires. coupled w itli stand- 
ards and CI iteri.i set up hy the coun- 
cil, will ser\ e as the liasis of the 
audit. \ cpa or nian.iuemeiit con- 
sultant firm, such as Price Watei 
house or Ki nst i\- I'rnst, w ill proh- 
al)K do the actual aiiditinti. he said 
I he .nidit will he exteiisi\ <>. siiiul.ir 
to that of a corporation s hooks or 
a hank, and X \ 1? could not main 
tain such a set-up on its own. tin 
hroadc.isters were told. 

\ k ( iannoii said there were three 
reasons w li\ hi i ».uk asters unist ai t 
on rat in '4 relorin. I'nst. to keep <z*>\ 
eminent out of "our hiisiness" and 
out of ads ertisiii«4. .Second, there is 
the ohiiu.ition of the industr\ to put 
its house in order in liiiht of serious 
(piestii HIS r.i i sed .it Washinut »n 
Ileal iiiizs .ihout tele\ ision .iiid r.i 
dio s h.isie "s.iles \ .irdstii k ' 1 In 
hoiisei le.miim. he noted, lould It .id 
to higher ad\ t rtisinu u s i nm s Im 
the industry. \iid third, tin re is tin 
1 ihliuatiou to f lie pnhlie as hi i iiset s 
l''inpliasi/in<i the need I<m r< l< riu 
Ml ( ..union s.tid the indust r\ must 
t liiiunate an\ trai«sol tin attitudi 
■ This too shall pass 

X \i{ is hiiihh in lavor I p.utm r 
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LeROY COLLINS 
prcxidcnt NAB 

ship with RAB on a radio methodol- 
ogy study, he also reported. But 
there are good reasons for going 
slowly up to this point. "We ha\'en't 
heen able to determine if the study 
would lead to a method that would 
he too expensi\'e for radio to bu\-." 

A meetuig of NAB's researeh eom- 
mittee is selieduled to take place 
today with RAB offieials to work 
out the details, or in MeGannon's 
words, to coine up with a "more 
streamlined" version. In all proba- 
bility, NAB will put up $75,000 of 
the $200,000 required for the RAB 
radio study. However, NAB makes 
elear it will eontrilnite the money in 
stages, giving it a chanee to drop 
support if there are substantial road- 
blocks encountered. 

In addition to the S2()(),()0() for the 
radio stud) , a methodology study is 
also being planned on network t\', 
costing another (luartcr-niillion. The 
latter is being worked out bv Con- 
tam, the Committee on National 
Television Audience Measurements. 
Altogether, a bill of $750,000 to a 
million is anticipated as the \ arious 
studies get going, McGannou re- 
iser ted. 



McGannon repeated his earlier 
support for the efforts of the Adver- 
tising Research Foundation (see 
si'ONSOR, 7 October). He also ex- 
jircssed satisfaction with the com- 
mendations recei\ ed by the Rating 
Council from Rep. Oren Harris and 
others in government. 

A\^orking to implement the audit 
is anot'her Rating Council arm 
headed by Frederick S. Houwink of 
W'MAL-TV, Washington, while an- 
other group, led by Simon Goldman 
of \YJTN, Jamestown, N. Y., is de- 
veloping standards and criteria for 
the rating services. Working closely 
with all committees has been NAB 
research vice president MeKin A. 
Goldberg. 

NAB president LeRoy Collins, in 
opening the two-day Hartford meet- 
ing, first of eight to be held in vari- 
ous parts of the country in October 
and November, expressed the opin- 
ion that the Rating Council effort 
"will stand out as a monumental 
achievement for broadcasters." 

Collins, whose own efforts in the 
face of continued industry critiei.sm 
from govemment and public are 
drawing increased support and re- 
spect, also told broadcasters of the 
need to strengthen the Code. Talk- 
ing about time standards for com- 
mercial messages, which the FCC 
wants enforced more rigidly, Collins 
said he fully agrees with the need 
for quality radier than quantity. 
The governor said the industry must 
get to the problem. And most im- 
portant, "we must impress up()n the 
people that they ha\'e a stake in the 
Code." 

.yAIt program nctivity 

The end product of all broadcast- 
ing is programing, the NAB presi- 
dent continued. Renewing his con- 
viction that the NAB should be 
doing something he suggested, as a 
start, a means of exchanging infor- 
mation on programs within the 
NAB. 

Collins emphasized that he want- 
ed to see "NAB as a strong organi- 
zation in the vanguard o{ th(3.se 
broadcasters who want to ad\'ance. ' 
Broadcasters should be proud of 
their work, he added. 

Turning the tables soniew hat, one 
broadcaster, Sydney E. Byrnes of 
WSOR. Windsor, Conn., called fpr 
an NAB in\estigati()n of the FCC. 



"once and for all." Byrnes, durujg 
a question and answer session, wsfls 
dered, "Can't we ask die Congress 
t(i set standards?" 

In answering, Collins said there 
was a need for reform but "wllfft 
)'Ou talk about the law, you invoH^l 
the whole FCC" and, as a resui|. 
must get considerable support hm\ 
Congress. 

Broadcasters are a lot better oft 
as a result of criticisms than theiy 
were two years ago, he said, atn€ 
"shouldn't allow criticism to thros» 
us off." 

End of ndvertisinyi? 

That go\ ernment was upperm%t. 
in the minds of broadcasters W|f 
made clear in an address by Lee 
Fondren, of KLZ, Denver, vice pres- 
ident of AFA. Fondren repeated hfe 
belief that with growing restric- 
tions, "Ad\'ertising — 1980" vvaali, 
be a time when diere was no advei-' 
tising at all, having disappeared dur^ 
ing many years of harassment anft 
legislation. 

Though plans were discussed til 
improve rating services, John R 
Blair, head of John Blair Co., tolfl 
a radio panel in Hartford discussitig^ 
"New Techniques in Buying and 
Selling Radio Time," that the rat- 
ings are still being accepted bf 
agencies and ad\*ertisers and will te; 
imtil something better comes along.'* 

Blair also noted the abundance 
stations competing for too few a# 
\'ertising dollars and the need for 
de\eloping information on autliW 
ence age, income, occupation of 
family head, etc. Using documentfcl 
research and one billing (as in tixe 
Blair Group Plan), he said, con- 
\'inced him "this t\'pc of selling is 
IT." 

Robert Palmer of Cunningham 'k 
\Valsh told the group that it must 
focus on national advertisers, prfl:» 
\'iding them more data, adding prj> 
motion for ad\'cftisers, etc, Specifi- 
cally, lie recommended: Plaimiiig 
scN'Cral promotions well in ad\aiiot*l 
building into these promotions op- 
portunities for ad\'ertiscrs to par- 
ticipate; d.c\ elophig all details, pr0- 
motional spots, prizes, dispMysii 
gi\ ing representatives access tcji all 
necessary inforiiiation. and working 
through media departments to pre- 
sent a station's story to intcrestei 
parties at agency or chent kn cl. ''^ 
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Kluge warns against 'calcifying' media research structure; 
RfDslow decries adherence to lip service without commitment 



Metromeclia chief honored 



MI 1)1 \ lu.sK \iu II IS oiiK one 1111- 
port.iiit f.icit ill tlie ohst.itlr 
mnirsc of iii;ii krtinu. 0«>;iti\ «' .kI- 
vtTtisiiiu is cqinilK or more iinporl- 
ijiit." rautionctl Joliii W. Kliiue. 
president .iiul board cli.iiriii.iii of 
klt'tnniiedi.i. in aceeptiiiu The 
Pulse's "Man of tlie Year " award in 
?^'e\v York last \seek. lie warned 
broadeasters "not to fall into the 
terror of calcifyini^ the media re- 
si''areli stnietiire." 

lie said acKertisinn expenditures 
sJionId be made "with a more elear- 
t-iit itlea of elficicncy." Station op- 
crators must sell time "in the man- 
ner of a mature marketer. This in- 
cludes how to give the ad\ertiser 
and bis agency research which will 
show him how to ino\e gootls and 
st^rvices with smaller budgets." 

Kbige said he welcomes the addi- 
tion of iilif channels "to allow di- 
versification and eoimter-prograin- 
i;ng." lie does not, howexer, like the 
si«|iaration of programing on am-fni 
stations. l ie said operators pro\ id- 
iilg the public with ;i "fine service 
pan only gi\e a lesser sersice by 
separating fm from am." 

lie advised the elimination of 
"the juke box operators of the air. 
w-ith their flossy FCC licenses, and 
allow the public to e\ entiially make 
the choice of what band the\' pre- 
wr. 

jl '^Proplo-r<\srnrrh" hit 

Sydney Hoslow, director of The 
Pulse, charged at the luncheon that 
much "goad research capability 
. . . throiij^hout the research busi- 
ness is uoing begging because lip 
.ser\ ice to 'people-research' has still 
not gi\en way to commitment." 

Roslow was referring to the "mis- 
take" made b\' buyers antl sellers 
of advertising time "by not taking 
full advantage of the fuller, deeper 
rfleaning and potential of audience 
ceseareh . . . What up to now has 
htcn called "qualitative " research, a 
source of confusion since it siig- 
fp'sts thfit the research has quality, 
but not that the audience is quali- 



1 le said The I'liKs was ' \s ui knit; 
\»ry hard . . . tu be ol the utmost 
help ... ill the formation of i\a\ 
to-day jirouraniiiiu. scllni^. and 
bin inu tleeisioiis, tiilK eoasiioiis i it 
the potential value our work (an 
have," adding he was re.ih^tic. dU 
eonseioiis" of the "triilv limited rolr 
our work must perforee pla\ " 

Hoslow said his firm is proeied 
ing w itii a Qualitative Person. d 
Diary experiment lor radio, based 
on a oiie-tlav di.irv person. ilK 
placetl, but returned bv iii.iil lie 
called this "a inethotl of ureal prom- 
ise for radio audience rese.ireli iii 
depth." 

Telegrams congratulating Kluge 
on the award were ri-c eiv cd from 
Senators Dodtl of Comieetieut ami 
Keatinu and Jav its of New York. ^ 



PAY TV A DANGER 

KI I C.I If w <• lliiiik «r UnM- 
i> n)iiii(i|MiK tixl.i^ III IcIi'V Kiiiii 
ji.H i\ ntKiid hr a ii)oiiii)Mi|v tii 
Ur.ui-d and llir full wi-istiif uf 
il<. niiMiiiiii; Mill hiMonif .i li.ird 
rralitt ... If U wrrr «j 

rt-alit\ . . . .iiul htv |\ w.8«. 
Iiii)iti-d III tlir iiiiinlx-r n( tun 
iiu-ri l.tl^. lliiv %<>(iiild lu* a . 
M.iv Utr ii co^ •'riiiiniil .itji lu » 
l<> di'^tfo^ !l«- u<»rld\ gfrillr<il 
iiu-diuin." 

Ito^hin. }| IS, II ditircdil 
til llic* ini'ii iiiid uiiincii \%\u> \>n\ 
[iiiul r.idid iiiid ti-li-\ t^iDii 

to atniM* tlifin «if i-\«liisiir iiuci 
iddlatrDiiv drvolicH) h> rntiiiu<> 
oiil>, !« Ilic c'irlii'iiidii «if . . . 
criMfii it% , pmur.iniing, im.ii;c... 
i<nt%, llr\il)ilit% fiindj a^aila- 
l>i!it% ." 
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Warning on automation 
from NAB, nets, FC&B 



ADVERTISERS 



AMEHiCAX Inisiness and the fed- 
eral <io\erninent agree the time 
is ripe for an information-action 
cnmpaign to alert the public and 
hiisinessnien to the changes being 
wrought by automation — and NAB, 
the tv networks, and Foote, Cone & 
Belding are already actively in- 
volved. 

The changes will be so drastic 
and extensive that everyone will 
have to be informed, according to 
William R. Baker, Jr., chairman of 
the board of the Advertising Coun- 
cil, the volunteer public service 
communications complex which is 
preparing the campaign. 

All campaign advertising will be 
created by a volunteer task force 
at FC&B (New York). No advertis- 
ing will be purchased. As in all 
Council public service campaigns, 
tv and radio broadcasters, news- 
papers, magazines, outdoor and 
transit advertising companies, and 
advertisers themselves, will donate 
the necessary time and space to 
project the messages to the public. 

The effort will reach in four di- 
rections to accomplish the task. In 
one direction, community leaders 
will be alerted to the problem and 
asked to survey their own communi- 
ties to see what should and can be 
done to match available jobs with 
trained workers. The campaign will 
also focus on some of the outstand- 
ing training programs already in- 
stalled by companies to meet the 
situation. The third arm of the cam- 
paign will be a general information 
program designed to interest those 
whose jobs lune, or may, become 
obsolete to get started on rc- train- 
ing in a needed skill. A special coni- 
paign will be directed at parents, 
high school students, and educators, 
to help cut down "drop-outs." 

Last month, the Council, through 
the cooperation of NAB and the tv 
networks, made a beginning on 
phase four bv assisting the govern- 
ment in getting nationwide expo- 



sure of a specially prepared mes- 
sage by the President, who urged 
young Americans to "return to 
school". 

The campaign felt the first stir- 
ring of life in New York last May 
when the Council convened a con- 
ference of 80 chief execiitive offi- 
cers of the country's biggest em- 
ployers of labor, after the Council 
had been approached by the White 
Mouse and the Labor Department 
and asked to consider the feasibility 
of conducting such a program. 

The conference was briefed on 
the automation problem by W. 
Willard Wirtz, Secretary of Labor. 
Charles E. Wilson, former execu- 
tive officer of General Electric, and 
Charles G. Mortimer, chairman and 
chief executi\'e officer of General 
Foods, are co-chairmen of the 
Council's Industries Ad\'isory Com- 
mittee, which sponsored the con- 
ference. The sub-committee in- 
cludes Harold Bocschenstein, presi- 
dent of Owens-Corning Fibcrglas; 
John D. Harper, president of the 
Aluminum Co. of America, and H. 
1. Romnes, president of Western 
Electric. Charles E. Corcoran, 
Equitable Life Assurance Society 
\'.p., will serve as \'olimteer coor- 
dinator. ^ 

Turn off computer, 
cautions print exec 

No newspaperman ever sounded 
more like a broadcaster than Dr. 
Leo Bogart did last w eek on the 
subject of the computer. Bogart, 
vice president of marketing plan- 
ning and research for the Bureau of 
Advertising of the American News- 
paper Publishers Assn., addressed 
his remarks to the Poor Richard 
Club at its Newspaper AVeek Lunch- 
eon in Philadelphia, 

Emphasizing that computers are 
only complex working tools, Bogart 
said that it was not necessary to 
remind his audience that "the com- 



puter does not make decisioui^ 
about media or anything else. Jf 
will rank or compare media on tlie 
basis of specified instructions, and. 
on the basis of its ability to do aritik- 
mctic, use logic, distinguish life 
from unlike, and do it all darn fall. 
It cannot integrate, cannot synth& 
size an experience in the wa\' tlag 
human mind can grasp and sha;p@ 
and fiavor an exjieriencc all at 
once," he reminded. 

A computer program for medll 
selection is forced to treat all of i|s 
data as equal 1\' "hard," said Bogart. 
Thus, "critical comment can never 
be levelled at the computer, but 
only at particular notions of hovv tft 
use it." Also, he warned against %. 
real danger that it may simply pej-* 
petuate some of the false reaSQnio:| 
that occurs when the cost-per-thoti- 
sand concept is applied to inter- 
media comparisons." In Dr. Bogart% 
opinion, one of tlie vulnerable m-- 
pects of the agency computer prsr- 
grams is that they rest squarely Bit 
the Concept of audicTiee as a single 
unitary term." 

Lipton again dunking 
its dollars into CBS 

Lipton Tea liked its advertising 
lineup last year so well, it is re- 
peating the basic strategy. It will 
be, according to product managtff 
Robert Anderson, the strongest ai 
support in the historV of the brand. 

Campaign centers on the com- 
bination of two top CBS TV talcnfe 
— co-sponsorship of the Ed SitJJi&M 
SJww for the full season and fttll 
sponsorship) of three comedy-and* 
music specials starring Carol Bw- 
nett. Last season Miss Burjiett star- 
red in Julie and Carol at CarnegM 
Hall and Carol and Compamj im 
Lipton. The 1963 trio will be round' 
ed out 12 November with CahiiMfJ' 
Jauo. In 1964, Miss BumCtt will do 
an as-\'et-untitlcd hour-long musical 
variety show in the spring and Carol 
and Conipanij will be re-toievi&ttd 
in the sumiflcr. In the Fall of ^64 
Lipton will sponsor tlie tv adapt#» 
tion of tlie musical comedy wliMl 
made the Burnett rjame. Ones VpoM 
a Mattress. 

Lipton Tea spokesman GeoM|© 
Fenneman has filmed new com- 
mercials with the familiar "changi* 
of-pace" thouTc, via agency Sullj¥ltft 
Stauff^r. Colv\'ell Bayles. 
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VW dealer 
puts aoross 
U. S. image 

Broadway opening night 
suits advertiser's goals 

BY JVM .iluHit rvtry st.uul.inl iii 
automotive circles. The I laiisen- 
MacPhce Knilineeriiii; Cm. ol lios- 
ton suhiirb Walthain is a in.neriek 
advertiser. RellectiiiU the xarious 
dicta set forth In Volkswaueii of 
Auieriea. which it represents as 
VW distributor to -13 dealers in 
fixe New Eiidaud states. Ilanseu- 
MacPhee does not subscribe to the 
cDpy-art theme that oue disen- 
chanted Detroit e\ecuti\e ouee de- 
stiibed as "that up hill, down hill 
eoekanun niie." 

Nor does it belies e in centralized 
advertisiim in that it was one of the 
\er> few \ \V distributors to select 
its own ad auency — befalls AssiK'i- 
ati-s. Boston — and e\ en then, it 
acted as the tail that wauiied the 
doi;. \'olkswa<;en may at last ijet 
into national tele\ ision this fall, but 
Ilausen-MacPhee. now spending 
S lOO.fKK) a \ ear ( most of it broad- 
cast media) has been a T\' ad\ er- 
tiser since 1959. 

To put across the idea that the 
lieetle is really an American ear, 
II-.McP has spared no trouble in 
backinu "American" prouraminu. 
much of it in the news, public af- 
fairs and sports fields. More ri'cent- 
ly. it has been sponsorini; the Cana- 
dian Hroadcastiim Corp. svnilieated 
On SlOi^c! series (under the title of 
Tlic Volk.sico!:cn Hour in the hopes 
of nixing its new car prospects 
( profiled at beiim younu but iiia- 
tiire, sophisticated and of above- 
average earninii power ^ a superior 
•irade of TV drama. 




Marquee provides backdrop for commercial 

Objcfti\e of Hansen-MacPIicc was to transport the viewer and 
impart a sense of immediacy to the commercial. Shots of the 
theater marcjuee (right) were used in bnckground \ ia rear- 
screen projection to tie in closely with the program 



VIDEO 

Tight pan across marquee on 
rear projection 

DISSOLN'E to man's left hand 
in jacket pocket; hand d rates 
out cigarette pack <Lr matches 

ACTOR A flips crumpled ciga- 
rette pack into street; it lands 
next to VW liul)eap on car; 
TIR'CK to follow action of 
pack, HOLD TICHT on \'\\' 
hubcap 



CUT to right hand side of car 



CUT to CU sunroof; hold brief- 
ly, then dolly in to TCU sun- 
roof 

CUT TO side of car; dolly in 
quickly to door handle, then 
interior dashboard <Lr wheel 



CUT to % front view of car. 
Truck to head-on shot, slightly 
eloser-up 



CUT to side shot 
CUT to front shot 

CUT back to side shot 



DISSOLN'E to left hand hold- 
ing cigarette. On cue, hand 
turns so that man seems to look 
at n atch, still holding butt 

Hand flips half-snioked Imtt into 
street; it too lands by hubcap 

Fast out-of-foeus pan to tio- 
n herc: cut to camera 2 miduay 
on Adiorale marquee, rear ]n'o 



AUDIO 

Street noises SFX over; theatre cro\\(l 
voiees, low 

ACTOR A: Time for a smoke before 
the show? 

ACTOR B: Just about. 



ACTOR A: Say (PUFFING 0.\ 
BUTT) you know, 111 bet they're 
terrifie as a townear. 

ACTOR B: Fine iookiiiR mathine, too. 

.4CTOR A: This is a new one . . . 
I think. 

ACTOR B: What makes \ou think so? 



ACTOR A: Sunroof. I think last year's 
used to be leatherette, or something. 

ACTOR B: Mmm, I don't know . . . 
but this isn't the same steering wheel 
as last year's. 

ACTOR A: Ihih ... I think you're 
right. Mine has a honi ring . . . 

ACTOR B: How long have you had 
>our Folks-Waggin? 

ACTOR A: Oh, 'bout fixe >e:irs now, 
r think. 

ACTOR B: Like it? 

ACTOR A: Like it's one of the familx. 

ACTOR B: Look an\ different from 
this one? 

ACTOR A: Yeh, but I'll be darned if 
I ean tell >(ui how. 

ACTOR B; Hev, what time have vou 
got? 



ACTOR A: Whoops, 7:30. 

ACTOR B: C'mon, let's get the show 
(in the road. 

SOUND: footfalls receding 
SOl'ND: street noi.ses u|) 



I 

"Time for a smoke before the show? 
looking machine . . This is a nevy ftne , .hi 

Thus, when \\'BZ-T\' approached 
it to bu\' into Opening Night oft 
Broadway one- shot presentation; 
(sPOX.soR, 5 Augu.st 1963), explain' 
ing that the premiere offering 
would be about the controxersial 
Sacco & \^anzetti Trial of 1920-27, 
ad manager John C. Dowd became^ 
in his own words, "enonnousK' ii> 
trigued." This, despite Hansen- 
MacPhee's well-known disdain of 
participating sponsorship. (Ex- 
plains Dowd: "just think of what a. 
back-to-back deodorant spot could 
do to the image of \'\^' as a sensi- 
ble, thinking man's car!") 

The play would sureK' draw 
large audiences, stirring up all sorts, 
of unpleasant reactions (see box, 
page 29), but how to work a way 
around its self-imposed ban against 
shared spots? 

^^'estingh()use had the answer, 
and Ingalls spelled it out. The sho^y 
would ha\'e no opening sponsof 
billboards ("this show is being 
brought to \-ou by A, B. C, D and 
E . . . and later on F. G, H and 
I") and the opening spot would lit* 
kept separate from the other an- 
nouncements 1)\' a full first act. 

To Ingalls fell the task of filling 
it and, recalls \-.p. and partner S. 
Joseph Hoffman, "coming up with 
something different." What Moff- 
mnn didn't sa\-, but which seemed 
obvious to many in l^oston adver- 
tising circles who saw the show last 
.Mond ay night ( 1"! October) was^ 
that b\' being fir.st and alone, Volks- 
wagen appeared to be ".sponjioring" 
the whole shebang. 

It was just as well that nobody 
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ir I don't know ... but this isn't the same steering wheel 
Iw long have you had your Folks Waggin? . . . like it? 



"Like one of the family . . . (this one may 
be different) but I'll be darned if I can tetl 



"Whoops. 7:30 . . . C'mon let's 

get the show on the road 



liotlnTi'iI to spell it out: tilt' \ W 
spot \v;is tin' oitK t.iprd t oiiimci - 
cial ill a ut-lti-r of iiot-so-c;isii.il 
niiiictl niiiioiiiu'i'iiu'iits. 

iiou to fill tliis .SI.2(K) spot? 
('op\ u riti T Ha\ W'ck ii siimif stril 
siiiiiilatiiii: the si-ttinu ot tlir ac tual 
Broa(l\va\ opt'iiiiiil "to tic oiii scK cs 
firmly to tliat niijlit's oflci iiiii tl'c 
st.mc and on T\'.' Tlic first draif 
of till' script was w ritti'ii on tlir 
i)ac'k of an old <'ii\ t'lopc. 

Till' aiji'iic) iiircd New York plio- 
tonraplu-r Alan Winston to slioot 
nisjiit-tinie exteriors of the AXT.\ 
'I'lieatre — liefore and after the pres- 
ent niarqnee w as set in t\ pe. These 
shots v\ere then put into slides for 
nse ill rear-seri-en projection. Oli- 
|ec ti \ e: to transport the \ ieu t r to 
New York to impart a sense of im- 
niediaey to the eominereial Welch 
instinetiwly knew would he miss- 
inn in the other spots. 

The two actors used were off- 
eaniera, only the hands and wrists 
of one of them would show on the 
screen. The aetnal foeal point of 
the commercial was the new 'f>l 
VW — and the impro\ enients onK" 
the sliarpest-e\ ed hiii;' owner 
won Id spot. ( .See script, ho\ this 
and precedinu p.iue). 

(•reat emphasis was put in the 
copy on the micertaint\ aspect of 
whether this was a dilFercnt-look- 
iiie car from earlier models; this, 
explains ad manager Jolm Dowd. 
U one of \ \\"s bin s.iles points: 
non-obsolescence combined w itli 
diirabilit) . So informal was the tap- 
int; that script editing was done 
between taped takes. i/j^ 



No morning after blues at WBZ-TV 

E\i:c I I i\ 1 s at WB'/-T\' steeled themsebt s for tin worst 
before ( )/)c;;;/;i^ .\i<j,lit on Ihouiln aij aired .mothi i post 
mortem \ icw of the cit\ s most sensiti\ r eoiirt < ix<- tin 
lony-uoiie but li.irdb -foruotteii S.iceo (S" \ .ui/etti tn d <>\ 
l!)2()-27. Telephone s\\ itc hboard opeiatois \\< re eueil to 
recei\ e e\ en the most \ itnpeiati\ e calls \\ itli c .dm and 
cool politeness. 

Hnt In the morninu after, asense of relief w .is rei onh-d 
b\ station management. Only 21 neu.iti\ e e.ilK u < re 
received to 91 positive or c<»iiiiiienihii<4 mrssaces, and 
five callers ev en pointed ont how "iiiforiii.itiv e°* the show 
tnrned out to be. 1 1 u as a far cr\ from the hornet s lu si 
stirred np by \BC-T\* two \ ears ago w In n Heum.ild 
Hose and Hohert .\lan \urthiir put on their tw o p.irter 
on the same trial. 

t%\ en the Boston press u.is kinder, this time 1 he 
Clnbi's I'erc) Shain c.illed The \d\ ocntf "a lie.miiliilK 
ronnded. thoiiulitfiilK -writteii. extjuisiteb ac ie<l p» rsun.il 
drama that striic k emotion. il sparks. * 1 lis iolh.i^iK 
drama critic Ke\in KelK. s.iu the t.iped show Moiukn 
atternooii. tlew to \e\s ^ ork to c.ittli the at tii il Hro.id 
w.i\ pl.iN , ioimd the TV \ersion mm li bett< r for the ni 
timacv it offered. ()nK the li(riiU!\ \rtliiir Petrnl^ie h< Id 
firm to the Hr.ihinm l'.irt\ Line, lie termed it the w < i st 
piece ol jiiiik e\ ei foistetl on the Vmeruan pnlilii 
the worst t\ pe of f -ojuiiiiiiiist prop.maiid i " But he 
to confess the nioimtiiiu and ac tiiiu was ' uiitst.uulmi: 

The nusst iiitereslmi!; re.u. tioii was tli.it <>! .n ad\< rte. 
inu execute e who pointed «(iil th.it ui.iii\ p-oph 
t. liked to aftt r the show t otnpl.mn d ot its 1< imt li 
p.irt iitb there .ire still too m iii\ distr.u tn us ni4 < n in 
the axeraue \ S hoiisi hold to ke< p it t iiti<>n 

rlM'ted to the tiii\ s( reeii tor !.'><) luiniitt s uidi « i 1\ i 
few station hrt aks m bttween lie '.'.as «j n sfi n.t I 
whether "the public r< .ilK wants ir< e IS siiu 'stin ' 
tli.it h.id \iewirs to }iiui toi setiii^ (In sp itu tl < \ 
miuht h.i\ e li id less trouble 1 1 >nn lit r ilm.^ >ii f 1 si \s ^ 
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ADVERTISERS 



eg roes ^star' 



as ads geared 
to new role 

The Negro eommiinity has been 
staging a "Mareh on Madison Aven- 
ue," issuing a call for integration 
into the tv comniereial talent eom- 
munity. It would seem that de- 
mands made this summer by the 
Congress of Raeial Equality to 
Lever Bros., Colgate-Palmolive, 
and P&G fell on sympathetic ears 
because the fall crop of commer- 
cials includes many Negro models. 
Besides the CORE discussions with 
advertisers, pressure is being ex- 
erted by the NAACP, which is ap- 
proaching employers and unions 
in film production, agencies, broad- 
casters, and labor groups. Negro 
athletes and musicians have long 
been used in some sponsors' com- 
mercials, and Negro models have 
always been used to advertise prod- 
ucts specifically aimed at Negroes. 
What is new is the use of Negro 
models to advertise products with 
national appeal, as exemplified by 
these story boards monitored in 
New York by Radio TV Reports. 





St. Louis Cards' fielder George Altman pitches bowling ball and GillBtte blades (Max 




Three pretty little girls discuss Soaky shampoo toys (Bates) on "Captain Kangaroo'' 





Negro family is interviewed by Jack Lescoulie in Central Park for Fab ad (Bate# 




All (SSC&B) features Negro housewife in one of the first integrated commerciil^i 



Gilbert's 9-mo. sales 
top any entire year 

A. C. Gilbert reports its toy sales 
for the nine-month period ending 
30 September already exceed total 
toy sales for any prcxious year in 
the history of the company. Jn 
addition, orders for the month of 
August ran 385% ahead of the same 
iTionth last year and established a 
new monthly high for Gilbert. 
Benjamin I". Moats, Jr., marketing 
and sales vice president, termed 
this most significant in view of 
the "generally recognized late bnx- 
ing pattern established by whole- 
salers throughout the industry this 
year." 

Gilbert repackaged its entire toy 
line for 1963, while offering the 
largest line in its 5 1 -year history. 
Moats attributes the sales surge to 
the new toys and their new pack- 



ages, plus early favorable dealer 
and consumer reaction wherex'cr 
the products were on display. An- 
other sales-building factor, be said, 
was the "Toy Safari," a traveling 
toy showroom and show that co\'- 
ercd 44 major markets and proved 
instrumental in opening up a large 
number of new accounts. 

20% iiaitt in .srtpttce set market 

Commenting on sbare-of-market. 
Moat said Gilbert has chalked up a 
20% gain in its market share of 
science sets and now holds first 
place in dollar vohniie in the minia- 
ture road racing field within its 
Antorama brand. lie noted that re- 
orders for the 1963 toys are sub- 
stantial and growing in \-olumc, as 
contrasted with a dearth of reorders 
in 1962 during the corresponding 
period. 



NEWS NOTES 



Research lab-on-whccls: A custoili- 
built, tra\-cling advertising labora- 
tor>' operating in Hamburg, Ger- 
many is the first of its kind in Eur- 
ope's common market. Owned by 
Universal Market Research (which 
has opened new offices in New 
York at 400 Park Ave.), die mobile 
unit is equipped to conduct tests 
on television, radio and print copy 
and on product, package and tasie 
reaction. Marking Univcrsal's first 
step in overseas expansion, the unit 
is now undertaking its first assign- 
ments for an Amcrrcan and an Eng' 
lish advertising agency. UMR mO' 
bile laboratories are equipped for 
movie projection, roundtables, and 
have the facilities for mounting 
panel di.seussions. 



30 



SPONSO.R/21 OCTOfiCR r96S 



TIME 



V.A t« NGIOM 




Washington D.C. is our local beat. 

N'ctuork news programs Ironi W.i-.liincjlon line as |h« > .irr. L.in't c os t-r j I ihc i|orn s 
that atloct particular <.tat«^<. Our Washington Bureau can B II Koh« ris Cad Coli ni,»n 
and iS'orris Brock file radio and TV reports daily to our stations on mail rs of an a 
importance They re !>ac ked hy more than 20 ot Washm Son'siopsp u » I r< p< ri • 
er<., the bureau men of Tisu iiFi ancl lOKTLxf Thus lm" « > n the \,iurki must imj-Kif- 
tant news cit> to our aud em es We ha\e done so, on a iu I tim h isis <, nti 1 * 



We bctieve this group opf'i'oi\~i l*^ rd force in br jd- 
CJSIing-cjn offer unique M>rvicc» to the C mrTiumi pi the r 
5ljtion» >ersf A$ a d vmon of T Inco-p^'i'fd T me- 
Lilr Broadcjsl is r^pcojlty grat f ed to ix" 3 e to do set 
lho»e sen, ices in the arej of oev>i jnd pu' c jf^* n 



r^HirO*'^lA-\OCO-TV-AS*-f s* Sjn D »8o COlOtAOO-M2 TV fsa l»*OIAH* r\ w *u 

OTMSIR 2! OCTOBER 1%3 



Kraft (Canada) in 2-year commercials pact 




T. P. Quinn, Canadian advertising manager of Kraft Foods, Ltd., is 
shown signing a 104-week contract for the production of six commercials 
a week with the video tape division of Robert Lawrence Productions 
(Canada). With him are (I. to r.) Mel Gunton, producer, Needham, Louis 
& Brorby, Canada, Kraft's Canadian agency; Bruce McLean, NL&B ac- 
count supr.; Peter Elliott, executive producer, BLP video tape division 



Maxwell House buys six: Tlic Gen- 
eral Foods Corp. cli\'ision placed an 
order, via Benton & Bowles, for 
sponsorship in six NBC TV pro- 
grams during October and Novcni- 
hcr. Other new business at NBC 
TV ineludes the signing of Brown 
& Williamson Tobacco for sponsor- 
ship of two post-season football 
classics, the Sugar Bowl on 1 Janu- 
ary and the Senior Bowl on 4 Janu- 
ary. B&W, with }i sponsorship, will 
feature \'icer()y cigarettes and Sir 
Walter Raleigh smoking tobacco. 
Company has been a sponsor of the 
bowl games for the past se\'eral 
years. At ABC TV, business came 
in from Kitchens of Sara Lee for 
sponsorship of Jimmy Dean SJinic, 
Brc(ikin<i Point, Ron Cochran witJi 
the News, and Channin<^ during 
December. Commercials feature 
theme "Who else but Sara Lee 
would you let do your holiday bak- 
ing?" Remington Rand Division of 
Sperry Rand Corp has purchased 
additional sponsorship of tlu^ li\e, 
two-hour Jerry Lewis Show on ABC 
T\'' for its portable typewriter divi- 
sion. RR had pre\'ioii.sly scheduled 
an ad\'crtising campaign for its elec- 
tric sha\ ers on tin; Lewis show. 



Falstaff finances bullish: The best 
summer season in Falstaff Brew- 
ing's history resulted from record- 
breaking sales in the third quarter. 
Volume for the three months 
totaled 1,575,000 barrels. Third 
quarter net sales reached a new 
high of $37,816,207, up more than 
$3 million from the 1962 quarter 
net of $34,793,448. Net income was 
$2,119,904, compared with $1,913,- 
298 for the same period a year ago. 
Per share earnings were 96 cents, 
against 1962's 87 cents per share. 
For the first nine months, net sales 
were $110,70.3,858, as compared 
with $96,237,753 in 1962's compar- 
able period. Earnings reached S5,- 
006,4.59, in comparison with $4,770,- 
230 last x'car and per .share earnings 
for the period were $2.26, against 
$2.16 for 1962. Falstaff, by the'way, 
has broken off merger talks with 
Licbman Breweries. On other fi- 
nancial fronts, Ilelenc Curtis In- 
dustries reported higher second 
quarter sales and earniugs com- 
pared with the preceding quarter. 
VoY the three mouths endetl 31 Au- 
gii.st, .sales increa.sed to $18,268,722 
from $17,288,982 for die preceding 
(piartcr. Net earnings were $567,- 



361, Or 27 cent^ a share, eompai"«d 
with $306,294 or 14 cents a shafe 
Both periods, lTO\vever, were lo^i'et 
than last yc^r. Company's nfw 
wrinkle lotion is expected to go iiiti* 
test market next mcmth. 

Drug firms suffer FTC critieiisrt!. 
Complaint has gone out agalRsf 
"Outgro" commcxcials, and tvra 
Consent actions ended troupes of 
Chescbrough - Pond's "Vaseliuc'* 
commercials, and ad\'ertisi.ng fdT 
three of Imperial Relampago Corg,*!, 
elaborately named dxug prepaTg' 
tions: "Alcolado Relampagio,""RroM' 
komulsion Rclampago," and '*SeR}:- 
brina La France." FTC says Amerf- 
can Home Products' t\' claims for 
"Outgro" are too far oiat, beeatfil' 
die product will not cnxe ingrowij. 
toenails without other treatment m 
vicw'Crs are mdde, to lx:lie\'e. FTtJ 
says the 30-)'ear-old trade name It- 
self is dceepti\'e, but the firpi esri 
keep it if full disclaimer of tlw 
product's alleged "out-growing*' »!- 
fects ar^^yclear in the adx'ertising. 
In the consents, which don't cwff 
admission of guilt, Chesebrouglf- 
Pond's was ordered to drop, tv iind 
other ad claims that its Vascltnr 
does marvels hi the treatment nf 
cuts, bnrns, etc.. Imperial Relam- 
pago has to drop claims tjiat & 
products rclie\'e \arioiis br(yneh&l 
and ncr\'ous ills. 
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Nick G. Taktox to public rckitiimsi 
and ad\crtising director of Clarfc 
Oil & Refining Corp. 

R. H. Benedict to director :ot 
special niarketing programs of Olfe 
Mathicson Chemical Corp., atti 
George Rahinc to th'rectw iM 
market planning of the firm's Wijj.^ 
Chester- Western Di\ ision. 

Wn^LiAM J. IlooKK, JJI to gmwml 
sales manager for the B. F. Good- 
rieb Co.'s building products de^ 
partnieiU. He was former mik% 
manager for the I^arrett Divj.sion of 
Allied Chemical Corp, 

Jon.x A. Blvm, senior \ ice ptSfi- 
dent of Macy's in New York imd 
\1k.lvix p. N^vrcnT. A iee prcsidmfe 
of J. J. Newberry, t() the board rf 
directors of the Salf s Promotion Di* 
\ ision of National Retail X lercllfiife 
Assn. 



SP0B0a/2I QCTOllER Mli 



r 



FROM AMERICA'S LEADING PRODUCER OF 



I QUALITY UNCLES AND PRODUCTION AIDS 



COMMERCIAL RECORDING CORPORATION 



\GB9Sm 

k V^"MONEY MAKEffaB 




"IMONEYjyi A K ^ 



PRODUCTION 



TO 



FOR 



FIRST 



OF THt 



OR^M^TIC^LL 



iN-ONt 



TO 



INCREASE SPOT SALES 
ATTRACT NEW BUSINESS 




APPLICABLE TO ALL TYPES OF ACCOUNTS AND HIGHLIGHTING E¥EM 
IMPORTANT CONSUMER SELLING SLANT! 

FRESH NEW SOUNDS THAT RING OUT THE NAMES OF THE PRODUCTi 
AND SERVICES IN YOUR TRADING AREA! 

PRODUCED AND RECORDED AS YOU WANTED THEM — 15-SEC. OPEN^ 
INGS, 5-SEC. TAGS AND NO MUSICAL PADS IN BETWEEN! 

350 BRAND NEW LYRICS! 

350 DIFFERENT PIECES OF MUSIC! 




QBP will customize for your accounts any 
jingle in the "money maker" library- at cost! 

(No limit! You can have 1 or 350 jingles customized) 




SENSATIONAL 

SALES COMPELLING 
JINGLES IN TME SOUND 

or THE eos 



m 



GRP DlSimCTIVE 



TME OAt m DATE 1^ SONG AND SOUND, EVERT OAT FOR 3 TEARS-I9M, 1965. \%b 

HOLIDAY AND PUBLIC 
SERVICE JINGLE PACKAGE 

WEEK-END JINGLE SERIES 



MULTI-SPONSOR POTENTIAL 



45 NEW CUTS PER MONTH FOR 3 YEARS! 



mmuu QF ISO commercial jingles, including 

vmiB OWN SUGGESTrONS, TO KEEP YOU ALWAYS A STEP 
EAD WITH THE LATEST SOUNDS AND IDEAS 



The jyiONEY-MAKER" Commercial Library 

Created and produced by radio-minded management to meet the need for an all-new, com- 
plete, high-quality commercial library for attracting new business and enhancing station imagt 




m mm\m tq t«e featoie items usted mmm, the ^wiei-ww* UiiiiY m% 

GIVES YOU THE FOLLOWING ALL-NEW PMUCTION AID& 




COMMERCIAL INSERT 






stingers, Playons, Playiffs, Fliares, Fanlams, etc. 




INSTRUMENTAL BACKGRCUNDS FOR SOFT 




a 4. « 

in six baste tisinjjos and lips* 








ICEMENT AIDS 

InclutiUng jingles announciai the iafs t© GMslmas, beglnrttHf 

SICAL BRIQCES 



ol vaNBLus "colom" 




MUSICAi MOOD INSTRUMENTAL 










All m i'.'P-. -trnM, 'mm^ tlii Staging Cal«i?i.ffstpi 
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K&E plans to boycott 
non-code r/tv stations 



hNV()\ <S kti vnni is pirpart'tl to 
hoycDtt .my hroadcasliiiu station 
uliiili (locsii t adiic'it' to tlic XAI? 
(If an t'(|iii\ali'nt code rniucmiuu 
11 s<' of lonnncrc ials. 

Till' aut'ui y made its stand knouii 
last u I'ck. Ill tlir face of impcndinu 
l'(X." ac tion to control ^)\ ci -comnu'r- 
ci.ili/.itton, KWIC, liinicially ranked 
as one ol the 20 higqest aijeiieies" 
tloinestically. hegan an intensive in- 
vestigation last April to determine 
Itmv it niiglit assist tlie broadcast 
indnstry in earr\ ini; ont a polic\' of 
self-reuulation. The top 50 televi- 
sion markets and the lop 2.3 radio 
imirkets were examined to deter- 
itiine the stations snhscrihing to ex- 
isting codes. "Based on the results 
of this stndy, KMC feels it is practi- 
cal, snhject to individual client 
agreement, tosnpport the broadcast 
indnstr\ s efforts at self-rennlation 



In confining its pnr( liases in tin 
broadcast medium to stations sub- 
scribing to the \ \\\ or e«pii\ .dent 
code, or to stations u hie h enforce 
ec|ni\ alent rules without actiialK 
subscribing." 

No idle threat, Ken\ on & luk- 
liardt s action could ha\ e cri])phnt: 
economic effects on ei rant stations. 
The agencA spends about half of its 
$80 million annual douiest ic billmus 
in broadc.ist and lists among its cli- 
ents such active radio and t\ users 
as Ford .Motor Co. ( corporate ad- 
\ertisingand 1 ,ineoln-\Ierenr\ divi- 
sions); Shell Oil ( public- relations 
acKertising) ; ICdward Dalton (.\let- 
recal, etc. ) ; Isocline I'harmacal, 
I'abst Brewing; Beecliam Products, 
H. T. I'rencli; \';ition;d Biscuit Co.; 
V. S. Plywood. 

While K&IC uon't make any 
chanues in broadcast bn\ s without 



Color aid for agencies and advertisers 




Tokyo Sliib.iiir,t Klcctric Co. (Tosliib.i) lias introduced n new Upe of 
tolnr conipntcr wliicli uses spc*ctropliotonietr> and electronic coinpnta- 
tiirjt to print color nu'.i<inreinents on tape in t«o minutes. HcportedK 
capable of distiiiciiislied 100 million different colors, tbe innchine offer"* 
ntestiis to improve color printing and pliotocrapln , nnd to erenle ne« 
colors for mandfactnred product'*. Trice: .$10,000 (FOB J.ip.in^ 



c In ut .i|)pro\,d of ihi j h Old 
altrru.itn e s( l« dul« « •< i, i n u 
U'\icwmu sjwit pun li I « l td !• 
Sor < a< ll of it% « ll< Uts t » In ( I \\ I it 
slults would In <ti)nou I dk f) t 
ibli' ui <MC h » asi" t p H « ouiph 
liou. hop«-lnlK In u\ul \t>\t\t\n:[ 
th) rr\irus wdl 1h di J Sid %>. 

)MC ll C III ut ^ 



IBA nears 250 entries. 
10% from overseas 

\\ heels are br'^unnmj to turn foi 
tlx- Ith \nuu.d iuti ru.itional Hro.id 
e.istinu Aw.irds couipt tilmu spon 
sorc-d b\ the I l(»IK sv<hkI \d Club t»i 
hon(»r the world's ]}< \l broadcast ad 
\ ert isiuil. 

.As of 1 Octobi-r. 2.17 chlb rcut « n 
trauts had reipi<st<-d 1 ,32.") IB\ < u 
tr\ f«>rms. \ |)pro\imatel\ MY of the 
recpiests come from «t)mprtittirs 
outside till- V. S.. informs John 1 
Be\ uolds. Cl?S T\' s« uior \' P. and 
general chaim.ni «»f this \i-ar s c^m! 
|)etition. I'inlaud w ill be re|)rrsrut«-d 
for the first time, toi:etln-r w ith tin se 
I 1 other countries outsidi the I*. S 
.\ustrali.i. The B.di.nn.is. ( !an.i«l.i 
\'A .S.iKador, 1-aiul.oid. |-'r,niee Crr 
m.ui\ . Jap.ni. \ew Zeal.md, l b' 
Philippines, South \f ric .i Deadluir 
for all entries is 1 Di-c c iuln r P)M 
('ommerciaK enti-red n»ust h.tv < 
been broadcast at least one e. be- 
tween 1 Decenilx r P>(>2 and the 
entr\ deadline. IB\ 'Iropbus will 
be .iwarded to <i\ munii^ c oiuiuerc i.ds 
in n t\ and eiubt radio c atc',:ork «. 
and lor speei.il trchnual .n^arcK. a( 
the I lolK wihhI P.ill.idimu, 2-1 1 < l> 
ruar\ PX*! 

/-'ire jiiiluiiiU mttrrit 

\\\ entries ,ire jiid.:«-d b\ ])ro|i s 
sioiuil SI rmiuiii c ouiiiuttces in I < i 
don Toronto, \( York. ( liic .i ' 
.lud llo|Kw«M5<! l-'ui ll (ml^n*,; »s 
tlu n In -Id til 1 lolK winhI b\ a sji^ < i i! 
$ oiiiiiuttce iH iimi.itcti aiid m !< < t< d 
Irom tlx- I . iiK mbi r-- « ( tli< In 
tern.itioni ll \(K«rtiMuu \ssu wlul 
has r< prc-N< ntiti^(sinlt*<)t uitrits 
Don l-]ste\ . Mor^.ui \ Prmhu 
tions. llolKw hk\ 111 ids thr IB\ 
Jiiduiuu Ct nmuttee Ifs in !nl>s rs 
are. B.irbara l-'r.inkhu u tr« ss i i 
uomicer. |ack Ciatti. II m' ( p* r 
i\ 1 1 irrnmtou [a k \Ie<,) u « n !'< I 
Com B« Idiii^ ! d Hnik« r Scj* n 
( .ems and \i ii Ntliu.irt/ I'l > J * 
1- ilms 
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One in a Million 



North Carolina's 



biggest market— -mmsm 
tops in population, 
households, retail sales. . 



NO. 1 MARKET IN THE NO. 12 STATE 



TELEVISION 

WINSTON-SALEM /GREENSBORO / HIGH POINT 

Represented by Peters, Griffin, Woodward 




A-C? It's All-Canada Radia and Television 
Limited, first and paramaunt representation 
firm North of the Border in broadcast soles. 
A C reps 43 radio, 22 TV stations — in all 
primary, most secondary markets. Weekly 
radio reach is 50% of oil households far 
60% of notional retail sales. TV: 62% of 
households for 53% of national retail soles. 
A-C has 12 offices: New York, Detroit, Chi- 
cago, Son Francisco, Los Angeles, Dallas, 
Atlanta and Montreal, Toronto, Winnipeg, 
Colgory, Vancouver. 

To reach all Canada, talk la All-Canada 



Atl'Canada 
Radio & Teimsim 
Limited 



1000 Yonge Streef, Toronto 5, CANADA 




Manchester's billings 
in $2-million boost 

Lowell Toy Manufacturing leads a 
list of eight new aceoiints picked up 
by The Manchester Organizations. 
New business swells the agency's 
annual billings roster $2 million and 
places it somewhere around the $15 
million billings bracket. 

Lowell, a New York-based manu- 
facturer of games, novelties, and 
toys, is the official manufacturer of 
all badges, pennants, and banners 
for the New York \\^orld's Fair and, 
in addition, will shortly announce 
entry into a new product field. 
Lowell accoimts for a substantial 
portion of the $2 million. It is also 
the only one of the eight new clients 
which will be heavy in broadcast 
advertising. Immediate plans call 
for radio and tv spot and specific 
plans will be announced some time 
ne.\t month for network television 
participation in 1964. Both network 
and spot activity will concentrate 
heavily on kids' shows. 

Other new accounts to be ser- 
viced by Manchester's New York 
office are LaSalle Industries of 
Philadelphia, manufacturer of ac- 
cessories for trucking and beav\' 
transport equipment, and the Al- 
luralite division of FASCO Indus- 
tries of Rochester, producer of elec- 
tronic components and consumer 
products. The five clients which will 
be serviced by the Washington of- 
fice are People's National Bank of 
Prince George County; State Na- 
tional Bank of Bethesda, Claude's 
Boutique of Winchester; Maryland 
State Natural Resources Institute 
(for the soft shell clam industry); 
and Restaurants Preferred, credit 
coordinating firm for 14 \\'a.shing- 
ton restaurants. 



Waterous and Flagg to 
V. p. at Benton & Bowles 

David C. W^iterous, account super- 
s'isor (loft), and John G. Flagg, 
creati\e super\isor (right), ha\e 
been elected vice presidents of Hen- 
ton & Bowles, ^^'aterous, who joined 
the agency in 193S, obtained bis 
early training in the media depart- 
ment. He now supers i.ses tliC Gen- 
eral Foods corporate account. Flagg 
is creatise supersisor on Instant 
Maxwell House coffee, Gaines 





Gra\'y Train, Liquid Prell and Star^ 
dust Bleach. He joined Benton k 
Bo\vlcs in 1949, and served as co|^- 
writer and copy group head bcfojf 
his present position. 

NEWS NOTES 

Geyer adds $1 mil.: Fairban% 
\\niitncy Corp. named Geyer, Nlor^ 
ey, Ballard as agency for the car- 
poration and its two largest subsidi- 
aries, Fairbanks, Klorse & Co. an^ 
Pratt & WHiitney Mailufacturing 
Co. Appropriations for the ac- 
counts, previously held by Nortb 
Ad\'ertising, currently run in excess; 
of $1 million. Other recent appdini. 
mcnts include Waring Products Go,; 
to The Zakiu Co. for its Waring 
Blendor, other electrical appliances^ 
and the commercial products di- 
vision; Columbia Music Corp. tM 
Metlis <b- Lehow; Super Tire Ett" 
gineering Go. to FirestoiiC-Rosmi 
Grandma's Spanish Seasoning Co. 
to Resoi-Andcrson-Etcctera; Loewt 
Hotels to Siiiith/Creeulaiul for thr 
American Hotel in San Juaa, P.B*;; 
Bronston Hat Co. to Newman-^law 
till' The Cleveland Hospital Coun- 
cil to Howard Marks Advertism$^ 
replacing McCnnn-Marschalk. For- 
merly schcdiiled in newspapers 
only, the Coimcil will now devot* 
its ad budget to t\' c.\clusi\'cly, kick- 
ing off %vith a schedule on K"WV- 
TV in December. 



Bon Ami to FSR: Billings for BoU 
Ami protluets, estimated to be well 
over $1 million annually, will Iw 
handled by Fuller fc Smith & ]\m. 
eonie the first of die year, Thg 
agency handles Lestoil, which ac- 
(juired c(Hitrol of the 70->ear-o}!!l 
Bon Ami Company in August tf 
this year. All media arc expected W 
be used for Bon Ami product 
which include Bon Ami Cleaner, 
Dust 'n \\'ax Fnnliture Polish, Jet 
Spray \\'indo\\' Cleaner, and tlie 
Onc-^^'ipc line of dust clodis and 
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iiw)p CON CIS. Acroniit is riinfiitlv 
<!;|i)lit lu'tuiTii Dmiii.m (\' JsllrrN, 
Kru \()rk, and U rnncii i\' Stlicur, 
F'liil.ulrlplii.i. 



NEWSMAKERS 

\1\HI\ ( U K KM W til .K C'Ollllt «'\- 

milivc u itii Ca)\v l-'islicr Hoyou . 1 lo 
h .1 radio and ti-lfvisioii sport scaslrr 
.Tiid foriiHT Olyinpir cliainpioii. 

Srs w ()' Hnii \ to Mnnpliis" Ad- 
|\vrtisiii'j; Woman of tin* Year. Slir 
is assistant to tlio \ \cv prt'sidciit ol 
.Sfiiii Sliainlirril ("o. 

Hdwaho J. G \i.niK \s to W. H. 
toiuT in Cliicaijo as production 
manager. 

.SIm.coi.m M. IUhm'm to vice 
pros id flit of Caniplx'll- iCw aid, 
I^ki'laiid, l-'l.i. 

PiccY Vhm; to copy c hief of Joliii- 
s-lonc. Slu" was cojiv jiroiip licnd for 
lIBDO. 

W'li.i.i \M C. Hi-ss to creative di- 
rector of \'iiieyard-l lernly & Assoc., 
^aiita Ana and IMiocnix. I le was 
itnvior copywriter with Donahue 6; 
ifx> in Los Angeles. 
MiKi: Windsor to assistant %ice 
jresidcnt of Jack T. Holmes Assoc., 
\)rf Worth, and general manager 
>f -Art Assoc., a cli\ ision of the firm. 

J>iMi:iT C. .\IcC WGiiKY to na 
tonal prt^sidciit of the Society of 
•^ornier Special Agents of the Fcd- 
Tal Hiireaii of Investigation. lie is 
'xecnitive vice president in charge 
>f the Western Di\ isioii of Erwin 
A'asey, HnthranfT iN: Ryan. 

HoucuT Hi:i_\nc.i:r to \'ice presi- 
lent in charge of Retailer Relations 
n the Retail hulc\ Division of A. C. 
.\ielscn, Chicago. 
Mnm.w Gross to director of 
onnininications of the Television 
itircau of Advertising. lie was di- 
ector of sales development at TvB, 
hen joined Metromedia. 
I WlKLKXM G. Mooiu: to vice presi- 
dent for International, Xew York 
vith Ratten, Rarton. Durstinc & 



PERSONALI 



W.M.iKR Gni.n and Dvvin R \s- 
[oM of Guild, Bascoin 6: Boiifigli 
ave switched titles and responsi- 
ies. Guild is now board eliair- 
laii. Ikiscom is president. 

RoHKitr G. AxDui's, C \iti. E. Ri.iir, 
Xkvmi L E. Kki.i.v and Wn 1 1 \m C. 
'QOI-. J». to vice presidents of the 
"hicago ofRce of Foote. Cone ^ 
Mding. 





Carol Johnton 

WOMEN 



Ed Murphy 
MUSIC 



Frtd Hlll«gai 

NEWS 



Elliot Gave 
TIMEKEEPER 



Richard Hoffmann 
BUSINESS NEWS 



It packs a friendly punch. Stroll 
down the street with Deacon 
Doubleday or Carol Johnson or 
Fred Hillegas. Watch the smiles 
light up peoples' faces; hear the 
known -you -all -my -life greetings 
from total strangers. 
This friendly attitude is for you, 
too, when these personalities are 
selling for you. And, that's why 
WSYR Rod io is the greatest sales 
medium in Central New York. 
So you see what happens: 
Personality Power = Sales 
Power for you in the 18- 
county Central New York 
area. 

Instant friends for what 
you have to sell. 
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But Our Coverage Is Tremendous! 



W hen il comes lo television audience research, ARB docs have tlie coverage. PROOF: Of the Top 
Twelve advertising agencies in terms of television billing, eleven are full-package subscribers. Thirty- 
seven of the Top Fifty are also ARB full-package clients. Yet, that's only part of the story. Regional 
and partial package subscribers to ARB research include important advertisers and agencies across the 
country. 

More television time is now bought on the basis of ARB reports than e\er before . . . and with good 
reason. With the increased sample size, twice as many families are 

providing vital audience information for media planning and buying / ^\ A IVl E R I C A N 

decisions . . . based on more than 600 local surveys in 240 television | jWinS^ IRES E ARCH j 
markets . . . and seven national surveys of network audience. If you V^**IJpH / 

haven't investigated the many advantages of ARB research services V, ''3' / BUREAU 
avculable this season, let us bring you up-to-date soon! division of c-e-i-r inc. 



For further information — Washington WE 5-2600 • New York J U 6-7733 • Chicago 467-5750 • Los Angales R A 3-8536 
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Folk or Faust, it's 
all a new sales aria 



\iki k \i.isii \ssoiiiit, r.diioi 

01 I III \i l).isi( I .ulj< i-incdi.i 

liiiys tilFfri'd (his f.ill to .idv «r- 
(isrrs .nid .lut iuifs. tlic one l.iix icd 
iiiiisif .sliilioiis I (iiitiiiiics to 
urate nun v diM-nrd tli.iii li.innoiiv 
')«'tu ('< ii hmrrs .ind M-IlcrN 

Ask a lair sainpliiiii ot bro.id- 
c.isttTS, .iiit iHA pcciplc and adv ri - 
tiscrs Im a difiiiition <>! a coi>il 
III II sir still 1011 and \ on II ( 1 >inc up 
\M 1 1 1 a tli//\ iii'4 list foiitainiii'j: siicli 
pat slou.nis as. In ttcr niiisit . (pialit\ 
prniii aniin<4, ailnit pmcraninm, fine 
arts station, iial.nurd procrainnrj; 
fine innsii-, licaiitiliil musu cr< at 
music, su fct innsu . <ms\ iist( 111114. 
Uood sdiind. t ic . ( ti ad niliniliiin 
riicsc stations piomain an\ u li« rv 
from 1 to 21 In ins < I linssuol inn- 
su- d.iiK . or aiAuiu r* lioni I to 
li hours ol ulhiim 11 null /«> null 
niiisu- Sonii' tiin >\\ in a spniiLlni^ 



ol (K c asional hoiiis ol folk la// 
spoken u ord, opera, sliou niusu 
ojierettas, intei nation i| iniisu and 
di.senssn.il slious Sonu tniu n\ i\ 
e\ en he ih%o!ed to sports \| \( 
I arr\ in u s. 

l„ltesl estliil.ites .ifi' til it al>«iu( 
I.iXH! .1111 .md most o! (i» | HK> li 
It nsi d hn statu ns f.il! in this ,u< 
oiu ua\ or anoflu r 

So win Inn \iltat \ on t 111 t uh 
U(\ ' 

\o matter \\\\ it a / fuii'.i \f « 
tu n s s|i (11 m \\ hv un j nit 1 
u a\ s I ( Hu s tliri im!i I \i n\\ 

1 I 8 \e ar< tin st.il i Its nil lit' 
M < kin 4 ti ri u I' tl ! If I i 
< it( d npp< r iniddlt u 1 I 1 " 
lilt uine !)i • h n 111 • p r 
and. !( in ( ii d t i s 1 ' . i 

(o Ai\\\ r t !m rs 

\1 (in I I d Nl r I ! 
1 I 1 lunni I I \ r\ \ % i < -.i r i 
p I ts ,nid t i( I 1 Kill 1 
tnii iti s i' n ( <i f tl 
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sion that here lies dorninnt an un- 
iliiplicatcd adult audience not ef- 
fcetively reached by any other 
media on a continuous basis. An 
audience ready^ willing, and able 
to buy and try quality products in 
all price ranges. 

These surveys reveal an impor- 
tant point: since this market is bet- 
ter educated and is comprised of 
light tv viewers, who read only a 
selective group of "class" magazines 
and newspapers, they are heavy 
radio listeners. Sample: 

Frank Boehni, director of re- 
search and promotion, RKO Gen- 
eral sales, says "these types of sta- 
tions arc the new market to he 
tapped." I lis comments are typical. 

"Radio is a supplementary media 



and if utilized efficiently it can be 
most successful. The results of the 
ARB-RKO research (see sponsor, 
23 September, p. 25), if successful, 
will allow us to design radio sched- 
ules to give these advertisers maxi- 
mum reach," Boehm adds. 

Here's what other reps in the 
field report. 

The research completed by the 
Good Music Broadcasters, a group 
of about 25 fm good music stations 
headed by Otis Raywalt indicates 
their listener composition to be 
"adult, of high earning power, and 
active thinking people — a rich mar- 
ket in America for its size today." 

Raywalt says ad\'ertisers like to 
use good music fni stations — "prime 
stations in prime markets" — as a 



prestige quaJitativ'e buy to balanee 
tbeii campaigns. 

The GMB surveys also point fix:it< 
that good rhusic audiences are mfk 
tv \ iewers who "are not dial twi^l* 
ers" therefore providing "muell 
lower audience turnover." 

Carl Schuele, president of Brejird- 
cast Time Sales, pitches a R0tf0 
Music Group. These are primarfk 
am stations (fni dcli\'ered as a bon- 
us) billboardcd with the follovvtn§^ 
features: ''stations program albwitt'' 
music, prov ide maximum adult audi- 
ence — middle to upper inosnic 
group — ; minirtiiun waste, undupM- 
cated audience from pop statisns. 
class programing and a mass aadi-^ 
ence." 

Ohland Robeck ( Otto A. Ohlan 
president; Peter M. Robeck, v'.pl 
represent about 50-am-fm and bn, 
stations including the QXR Netwark 
They sell a programing cDnce]Tt., 
Their aim is to sell a particular Mrfi* 
of station, in terms of progranSfti, 
and a special type of audienCei "fc 
mass quality market," to adveft^-* 
ers. Otto Ohland explains, "tlliis 
qualitv' market is vast, \\ ith an es-er- 
growing, almost unhmited poten- 
tial for the manufacturer or diSr 
tributor of quality merchandise ani 
scr\'ices." Here are some in-dfplh 
comments from the rep firm. 

Market of pace-seflers 

In addition to the higredicnfcs al- 
ready described by some of tte 
other reps in this field. Ohland 
Robeck points out that this niartet 
"comprises the pace-setters, the 
trend-makers in e\cry eomniutiit) 
. . . the people who own more nm 
things first and who influence their 
neighbors to buy accordingh . ' 

Ohland states that aUhough ,tk 
COOf/ music story is still a big sclUng 
job, agencies and clients hav'e hs"- 
come more and more receptive ti 
this kind of radio buy in the last 
few niondis. He says that agenKie.Ml 
are seeking new* ways out of Ik 
ratings area and the "sacred e0^^ 
of the mass media theoi v'." They tit 
more interested these da\s iii ifl;A'| 
ing a .selectiv e buy and "hi lieu pt 
ratings w ill more readily give strons 
considerations to the station's tfxA. 
record of local sales success." 

Ohland relates one projilern tk) 
have encountered in this areA* a^i^ 
this applies to radio in genefal 



Reps sell good music radio 




Frank Boelim C. Otis Raywalt Carl Scliiiele 

RKO General Sales Good Music Broadcasters Broadcast Time Sales 




Otto Olilaiul I'liil Coi per Roger Coleman 

Ohhind/ Hoheck, Inc. Ccorfic P. lloUingbcrij Roger Coleman. Inc. 
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Alumni 



: new service 



Foil III! n I'l of Hind nut i 
.station tli.it proui .1111% l« ss ul 
tlir c l.issif.il iiiusif .mil iimi c ol 
till' t'iistj lisli iiiini. \ii I < I tiiUMi 
the Peter I'r.iiik ( )i u.iiii/.il loii 
ill eooper.itioii with I lie \li 
(llemlon C'oipor.itiuii, iiitro 
(liKTS tills week .1 new ser\ ice 
titled .\//f//i/ii liddio It s hilled 
.IS "an ediir.ited pr< lUr.niimu 
and pi (uliictioii sersite for st.i 
tioiis and listeners with ur.idii- 
atiiig tastes." and. "for those 
whose t.istes li.iv e gradii.ileil to 
better living." 

Orininatcd h\ .Morton J 
\\ aunrr, e\et iiti\ e \ iee presi- 
dent and inaii.niiii^ director, the 
whole siihscTiptioii [jrograin is 
h.ised upon the framework of 
a colk'uc dt'Urre. 

The three prourams ollered 
.ire: ( 'iuU r.^\(i(lii(iU\ Ikichrlor 
of Art. Master of the Art. ICath 
requires .i niininunn of i/tn7s is- 
sued on .1 monthly h.isis. 

The xulijrcts offered include: 
musical station identiftc.itioii 
themes, a complete custom 
singinn connncrci.il for .i selec- 
ted client, instrimient.il hack- 
Uronnds for commercials, pro- 
motion. il announcements, li.irp 
and celeste hrid^es .uid hack- 
•^roinuLs. show themes, iiiforiii.i- 
\ ignettes. hiimorons featiirettes. 
ci\ ic salute nitros, news intros, 
exotic commerci.als, Icad-iiis 
and closes for time, w either, 
sports and stock reports, sound 
e fleets, a series of comiiu rc i.illy 
oriented proiir.nnettes. sports 




Mi)rl(>ii J \\'nKnrr 

\ lunettes .ind others 

The l oinmei i i.il .ts|n t t is 
h.ised on the "cluster coiiiiik r- 

ci.il" theor) ^^liere two or more 
musical selections are pLn e«l 
follow c-d h\ two or three com 
nierci.ils. The Miiinni Ihuiio 
service c.m desiyn this whole 
seumeiit so that the jinules. 
music-, sound effects .iiid wh.ii 
ever .ire hleiided to ]>rojec t the 
st.ilion s imaue 

\lso av.iilahle. if ch Mr« d i\ 
the usu.il commercial p itft ni < f 
musical selection toi))nurM.d 
fe.itiirelte niiisii .il ■.eh «. ti< ii 
commercial, st.ition i ci mio 
fe.itiirette. etc. 

The* ser\ ici" Is <■ Ifen d to 
st.itions across the c < >nritr\ , odK 
3 to a state. ,i sm ill uudiuni 
and prime market onth t 



Medi.i people w ill renew w ith sta- 
tions where tlie\ h.ue had short 
'flights or e\ en e.iinp.iigns of se.ison 
ilelititli, oiiK hee.mse "it's the e.is\ 

sv.iv out. 

"The doll. us imoKed .ire so lit- 
tle tlie\ feel it doesn't e\cMi p.i\ to 
Mi\ estiti.ite the market to see if tlie\ 

tad a good iiu cstment. The onlv 
inie tliev'll cli.nme st.itions is if the 
Siilesin.in comes in ;ind c om iiiees 
them with a strong pitch." 

Iffi luiiiiclu's cocx/ iiiMsic iinmp 
The Ceorge V. I lollinghery (>o . 
'iitrtler the gnid.inee of I'red 1 i.igue. 
'president, radio dixision. has re- 
WntK introdnced a cluster of sta- 
tfiiiis known as 77ie dassira! Music 
Croiif). lake the other reps I lolliii- 
hery's line of sale is a progr.iiiiiiig 
eoiieepf. The four stations initialK 
'*ii the group feature concert niii.viV. 

I'liil Corper, v. p. s.i\ s. "It was 
nnined classieal music uroiip to in- 
dicate more clearly to achertisers 
(first w hat kind of market the sta- 
'tions reach." In addition, "the class- 
ical concvpt dignifies the medi.i and 
\hc sponsors like the tag." 

Corper strongly feels these out- 
lets w ill "re.icli a market n<it ordiii- 
irily s.itiirated In another media on 
1 regular basis." lie* claims "nation. il 
.ulvertisers are not now reaching 
'Ills c:\tia 5^ of audience that has 
jig, buying power. These ])eople 
Hn't watch iv. and only read high- 
row in.igazincs and newspapers." 
The Ilolliiigbery e.p. re\calc*d 
*lkil their firm has launched a re- 
earch project into this market and 
he results will be ready sliortb'. 
\fal K.iliii. account e\ecuti\i' for 
group, is also of tlie opinion that 
he niimerniis cases of local sales 
nccesscs plus the low cost factor, 
ill finally convince the national 
Vertisers to join the bandwagon 
ti drmes. This tlicor\" seems to be 
v'Orking well for them. At this 
Witing, Eastern Airlines. American 
Virlincs, T\\'A and Vol\-o ha\ c con- 
tracted for flights on stations of 
The Classical Music Croup. 

Roger Coleman, Inc. is the new- 
est of the rep firms fonncd to rep- 
resent selected stations and to ser- 
njcc the fin industr\' as consultant 
■in programing and sales. Coleman 
reps o\er twenty outlets and re- 
ports action from such accounts 
IS Cadillac, Li\inc Shakespeare. 
Volvo. Cinzano and Danish Cheese 
ksii. 



The ni.iiu studies made in this 
field further re\ e.il <ioc>d music lis- 
teners to bu\ more homes, .lutoino- 
bilcs, appliances, color te sets and 
other h.ircl ticket items, th.iii other 
people. The\ tr.i\ el cxtensi\ eb . lia\ e 
checkinii accounts, buy stock, spi nd 
more on food and bev er.mes, i loth- 
inu; and eiitert.iinment. 

Two strong points are pushinu 
this t\ pe of radio pro<j;r.iminc, to the 
forefront: 

I . Tl\c uatiiral grou f/i of interest 
htj the adult nuirkt t in non-format 



itiuMC \fore p» ople .ire ttiiig 1m t- 

ter educ.itions e\ tT\ \(.ir .ind m v- 
inu into higlu r nic mie brack* ts 

MusR.ll l.!st< s tll.UIil* I in sf jH 

pit* ( lamor f« r this i\ pe of | r >zraiii 
mu. Some t( rm the tr» ) 1 is i 
« itlinrnl * xph>\u n 

fi\f I m Its iOth r< \ iM d . I (I ' I ■ ! 
C'onci rt Mnsie. I \ \ •.i \ r< 
people .itti nd c lu rts < tl 
I'liit^xl M.dti s tl III t 1 IS, ! d 
<4aiii< s. In th in i r . u 1 i iin r 
leauues iiK indiii ' tl \\ rllSerits 

Bj«.eil n f)< [ irtn (it * 1 ( in- 
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merce statistical series, it is esti- 
mated that about $300 million is 
spent annually on spectator sports 
in the U. S. 

Variety reports that about $50 
million is spent annually at the con- 
cert music box office. 

Tom Noonan, research director 
of BiUboard reports that out of $651 



million spent on records (singles 
and albums at the retail level) in 
1962, $50 million was spent on class- 
ical disks (in stores and from clubs), 
and approximately $250 million on 
chart items (Hot 100, Top 40, etc.). 
Excluding the latter, about $400 
million was spent on good nni.sic. 
And latest reports indicate that 



$300 million was spent for the pur- 
chase of high fidelity electronic 
components and equipments 
(Source, BMi). 
Summation: 

► $50 million at concert musiJE 
box office 

► $400 million on recorded fjeerf 
nntsic 




Edivard Doivnes moderates intermission feature. The Texaco 
Opera Quiz, with guests (/. to r.) actor Walter Slezak, music 
authority Jay Harrison. Met arrhirist Mary Ellis Feltz, London 
Records' Terry McEwen and produced by Geraldine Souraine 



Oil and opera blends 
well for 24 seasons 

ONE ADVERTISER wlio lias found a specific type of 
^ood tnitsic to be a successful air formula in reach- 
ing its market over the \'cars is Texaco. 

December begins the 24tli season for Texaco's spon- 
sorship of Tlie Metio))oUtan Opera on the Air. The 
broadcasts, hosted by Milton Cross, lia\ e been carried 
over various networks longer than an\ other current 
radio program under single sponsorship. 

From 1940, when Te.vaco began its sponsorship to 
1956, the opera broadcasts were aired o\ er the National 
Broadcasting Company's Blue Network. ABC carried 
them from 1956 to 195S and CBS was their home from 
1958 to 1960. 

During the latter years, Texaco discovered a number 
of network affiliates were transcribing and rcbroad- 
casting opera programs on a delayed basis, often at 
times incon\enient to regular opera listeners. In some 
cases, recorded versions of the broadcast were put on 
the air hours, days, or e\cn a week following the 
original performance. Audiences had to stay up until 
after midnight to hear an opera to completion. Loyal 
but undrrstiuidably anno\ ed, opera fans wrote Nolunies 
of complaining letters to Texaco — and got action. 

in 1960, Texaco, in agreement with the Metropolitan 
Opera, arranged to make the live programs a\ailable 
through a "specially-selected" network of stations 



lined up b\' packager Gerald H. Johnson and knowij 
as the Texaco-Metropolitan Opera Radio N'etw'ork, 

The broadcasts are Saturda\' afternoons, beginiliHfg 
7 December and concluding IS April, during whidt 
time opera buffs can bear 20 operas. 

Although the actual Metropolitan Opera seasm 
opens about a month before the first broadcast, it 
would be impossible to begin at that time due to thf 
hea\\' sports schedule on radio, (college and profes- 
sional football, and the world scries), and TesaiO 
would lose many of their top wattage stations. 

The station line-up varies infrequently. In the last 
two years, no more than a half-dozen changed. an4 
those due to new ownership and consequent foiiMt 
sw itches to top forty, country 6c western, etc. 

Texaco's aim is to reach most of the population ham 
coast to coast, with no duplication of audience. Ratings 
are of no importance as they have found opera faftis 
will listen to any station regardless of the call lettSS 
ns long as they can hear the opera. 

Texaco estimates the audience for the Saturday aft^- 
noon broadcasts at about 2,000,000. This figure mm'iS 
up and tlown with such factors as popularit\ of tlif 
particular opera, competition from other broadc«^ff 
ex cuts such as sports, and the weather. 

In 1940 when Texaco took on the sponsorship of fllP 
opera, W. S. S. Rodgers, \\"ho was then president of tllC 
Texas Company, stated the reason for tlie mcne: 

"There is nothing new about the principle upUIj 
which we acted in merging oil and opera. Ameiiean 
busines.s has long acted on the principle of jilicces* 
through ser\ice to the greatest niimlxer. In the loKg 
run, the success of an\' business enterprise can hr 
measured by its contribution to a better life for all tliF 
people." 
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y $.ltM) iiiillitin (III lnuli li»lclit\ 
r(]iiipin('iil 

iiT.lO iiiillioii iiulic.itcs t|iiil(' .i l)it 
t)l iiilt it sl (Ml tlic p.irl til the ton 
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111,11 kl't W luTI' til)' >l(l\ I itlslll ' ( I ill II 

IS lic.n iK spent \l.iii\ .mI\< iti < i 
seek to use this t \ pe < >l i.i(li< > is tin 
snppleiiieiit.iiA media to tin ii < nn 
pai'Jiis, am and tni. and to .issot i iti 
tlieir ( (tini)aii\ name \s 1 1 1 1 a ]>i < s 
ti'^e liii\ . 

Station stiidii's. siippoi t< d In 
iinill iliidiiions !< it ,i I sales siutess 
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'riironilh the \ears the ■ people ' continue to deiiioii- 
strate their uratificatioii to Texaco and its ■ eontrihiil ion 
to a better life" h\ raisini: then \ oices stroiiuK and of - 
ten in response to the Melropolilaii Opera broadcasts 
■J'e\;ico recei\ t's thousands ol letters and cards each 
season. Not onK do the\ like the opera broadcasts but 
\\ ill oiiK bin 'i'exaco because of them. 

These people are triiK lo>al and responsixe ulieii 
tliv\- not onl\ take the time to write in expressinu their 
appreciation of the oper.i. but also to write in defense 
of keepiiiu other ^'0(>(/ music on the air, and all in the 
n.nne ot Texaco. Such was the case a feu > ears ai^o 
when the \.V. rliilliarmonic was to lea\e the air (the 
first time). The network ((IBS) received letters coiit.iin- 
iiiji sncli conunents as: 

". . . When I am in need of uas and in a town tli.it 
(hiesn t lune Conoco ( I work for (Conoco) I bin Texa- 
co because tlie\ sponsor the opera bro.idcasts and I 
feel exactly the same toward the iMnlbariiionic." 

"Siireb the literate minorit\- ha\ c cnonuli bin inu 
power to interest your supporters. 1 bin Texaco be- 
cause of the Opera. ' 

"it ( N'.V. Philharmonic) is one of two ])ro<;rams that 
\ve in, ike it a point never to miss. The other is the 
Metropolitan Opera . . . W'e ha\ f long wished that 
Tex, ICO would come into Alaska so that w e could \oicc 
our appreciation b\ pm cbasini; their products." 

". . . I'm dri\in<4 to California this June and lune 
just written to Texaco for a credit card because 1 feel 
1 owe the comp.my a debt of gratitude tor the Metro- 
politan Opera broadcasts . . ." 

■ W'e listen each Satnrd.iy to the Opera . . . am eon- 
M><]iienlly a ste.idy Texaco cnstomer. " 

$'':! itij.Uion sftfiil <ii.i apvrn rcn'li yviir 

Of an estimated %\1 million Texaco ad bnduet. SI 
million is spent on briiigini; the 20 opera perlorm.inces 
to the r.idio fans cacb year, at .ui approximate cost of 
$.50,(KX) per proiiram. 

Under tod.n "s broadcast reunl.itions. Tex.ico would 
he entitled to use approxim.iteK 21 to 2S minutes of air 
time for eommercials diirinu I be .3-1 hour broadcast. 
But Irom the \ cry first perfornianc-e, Texaco has m.iin- 
trtiiied a policx of not nsinij the broadcasts for commer- 
cial i>nrposes. .\s a strictlv "prestiue" i>urchase. the 
coinpan\ uses about two minutes for sponsor identifi- 
cation dnrinu the entire afternoon. 

Te.x.ico could also use some of the time dnrinvi the 
intermissions between the acts of the oper.i lor eoin- 
uiercials. The intermissions of nee(>ssit\ , are 20 to .lO 
ininntes lonn. bistead, the time is well emplo\ed for 
the special features th.it h.ne become .ilmost as nn- 




(;i riirit iminre /''W «»/ jfi/<T«iHin»ii fniliirr iittli i,f<< 
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tin' Mel). Ur%. Iliaii'-I Itrlnnml . jiiiutilrr iif ihr U«'J ( >ji> f i t.nihl 



port. lilt to the listeners .is the opt i.i itsell Mm li o| tin 
companx's mail is cniu erned with the int( rinissioii 
show s. Durinu the first internnssioii "Opt r.i \ews On 
the .\ir ' is presented. "Pex.K o Oper.i (,)m/' diirinu tin 
second, in uhicli a p.iiiel of oper.i experts. ini«l<r.ittd 
b\ I aKv .ird Oow lU's. .iiisu < rs ipiestions ret t i\ ed Iroiii 
the r.iclio audience. W hen the oper.i t.ilK lor .i third 
intermission, Kr.iiiiis Hobiiison. an e\< t iit n e of tin 
Metropolit.m Oper.i \ssoc i.ition otters tin- lift .md i 
reer oi l.unons Met .irtists ot the p.ist 

OI)\i(nisb Texaco h.is foimd these ojx r.i hr* .idt ists 
to h.ne been .i MKcessliil p.iit of their .uKtrtisinu 
hiidget. The onK t.iiii^ible n suits the i omp.inx t .in 
me.isnre is the InuliK ur.itihsii.: (jii.intit\ and Kuitiit 
ol in.iil recfixed on the provjranis «ath M.if I i x i 
recentb simied .i new li\e-\e.ir lontr.iit obi tin l>r< mI 
east Of course (hex tnuld t iihcI at the i ihI «>f .on 
Kt'.ir. but this IS donhtlnl as is lellrttid in tins st i!< 
iiieiit b\ \iiuiistiis ( 1 .one. l ex-H o s (. h.iiriH m < I t! « 
b( i.ird . 

"Tex. ICO Js \i w piomi to li.i\e It. id the [)riM i < ( I 
sponsoriiij; the N.itiird.n .ittt rnoon M« trop hi m ' >| r 
hro.idcasts !oi ^o m un xe.irs 

■\\ t" nndi 1 to< k s{)< nsorslnp in tin Im I < t tl nf tl < f 
w.is .» Ineb piihlii int< rest m c "^1 iiihsh t! r ul t 
\ortli \in< 1 ua. .md the re.H t r u\ • ! th«. r i h > ai d < i ,» 
h.ix e stron.iK t < nhrined this ! It t i ! < i r> i* sis I n 
ijn ( n I e\.K < in < ]»poi tniitx I'di i nstr i( iis i 
eern w ith the unpio". t nii lit ol t ii'tiir il lili . n I t 
ten. st h.'s Ixionie m m i IK apj»r< i >U I b\ |i« [■! 
h ^ 



IPONSOR 21 orroiirR IIKkS 



! 



RADIO MEDIA 



on stations aiming for the described 
market lend themselves naturally 
to particular sponsors: financial 
houses for stock reports, airlines 
and steamships for shows playing 
music from various foreign lands, 
public utilities for weather reports, 
ete. 

All types of advertisers buy 

But most important, all types of 
sponsors, mass market as well as 
"quality" or "prestige" clients, arc 
being attracted to this type of pro- 
graming. The growing list includes 
such a mixture as: Pepsi-Cola, 
Seven Up, Japan Airlines, Eastern 
Airlines, Pan American, TWA, 
Chock Full O' Nuts, Nescafe, Kel- 
logg, Sehweppes, Metraeal, Cadil- 
lac, Volvo, Volkswagen, Lanvin and 
Guerlain, Texaco, American Air- 
lines, Fels, Dannon Yogurt, Caro- 
lina Rice, Martini & Rossi, Canada 
Dry, Sterling Drug, Sperry & Hut- 
chinson, American Tobacco, Lig- 
gett & Myers, R. J. Reynolds, Amer- 
ican Express, du Pont, and more. 

Kay Shelton, media director, Bots- 



ford, Constantine & Gardner, speak- 
ing for the Japan Airlines account, 
says the biggest percentage of their 
radio budget — close to 50% — is on 
good music stations. 

"We lean towards the heavy class- 
ical and cultural programing as we 
feci this audience is a good poten- 
tial for our client. We direct our 
appeal to the affluent, intellectual 
group — the people who travel and 
can afford the finest in travel ac- 
commodations." 

"Most of our classical music buys 
are on fm, but budget permitting 
we'll use two or three good music 
stations in each major market sup- 
plemented with spot buys on a net- 
work affiliate news program, and 
perhaps participation on an ethnic 
program such as the Japanese hour 
on WEVD, New York. 

"Our commercials are geared to 
this specific tyi^e of programing. We 
like the soft sell utilizing Japanese 
music and poetry. The theme trans- 
fers nicely to print campaigns, and 
one supports the other." 

James Alexander, space buyer for 



Eastern Airlines at Fletcher Riah- 
ards. Calkins and Holden, bays 
good music stations in many major 
markets and' currently has Gthcfl 
under consideration. Eastern, Uisu- 
ally considered a mass market 
vcrtiser, is also interested in reaclir 
ing the upper income, better edu^ 
eatcd market — the people who trft^ 
el more. 

Alexander finds "there is not m 
much waste eirculatioji using gOjOjsi 
music stations as there is with pop 
outlets. Here we know we're reach- 
ing a totally adult market." 

"There's also a certain amount df 
prestige associated with advertisiwg 
on a 'good music' station," he cffrt- 
eluded. 

An agency spokesman on tlw 
Cadillac account said "the soundl 
of the good music station is comr 
patible with the kind of car v?e 
are selling. Ratings mean very little 
on these stations. It's a qualitative 
buy and this is the audience 
want to reach." 

Cadillac runs short fliglits in thie 
fall and spring on both am and iM 




.1)1(1 uses tlu- same tnmp.iin tlicmc 
ill tlirir print .iiid r.ulio c.imp.iimis. 
Because of tlie ii.iliire (if tlieir etiin 
uriials — sol t sell c(ip\ reail In 
iicli "class" aiiiKiimters as \le\- 
luler Sc <)iirl)\ and hai ke<l In a 
usli orchestra fnll of strings — tlie\ 
\cr lia\ e "conniiercial policy" 
ohicnis with the iZinnl iniisic sta- 
tions. 

.Mtlioimli \'oK o (loi s not aini onK 
Mt tlie L^ood miisir iii.irket, tlie\ 
ui\c also fonnd this anchenc <• to he 
f presentati\ <• of their prime car 

h\\\ VT. 

James C. LaMarre. \'oK o s niar- 
•kfliui: niana<4cr, tells their firm 
flias learned, thronuli \arions slnd- 
•ies, that their ascra'^e prime car 
ner is "male, 36 \ ears old. m.ir- 
ied. has a college I'dncation. makes 
) a \ ear and is a part of man- 
'r<^«?iiu'nt." 

I)a\ id I'ersons. metlia l)ii\ er for 
i^n\°in Parfiims at .\orth .AtK ertis- 
ilii;. ( the acconnt jnst moved to 
Foote. Cone \- Heldinii ) ntili/es 
adio, ( >j.oo(l music stations ). as a 
viipplomentary mechiim. mostly for 



their he.i\ \ ( hristm.is tampn n 
I'ersnlis s.i\ s. ' we use .">() 71 st ill ii 
am and Im about e\ l uK dn id' d ! 
r< a( h our < lirnlele in e.t( h p n 1 1< n 
l.ir m.irket '* 

i'ris nuiln'.t jimtlit;*' piirrhiinf 

\ new a(K ei tiser to make its d< 
hilt as .1 limit i-m. II ket preslr'i 
bluer is I'els. I'liil.idel|)hia so.ip .md 
det< rUeiit m.innfaelnrer. Xiid the 
bn\ is priiiiariK in fm. 

(•'els has contracted with the I'hil- 
adelphia Orchestra, under the baton 
of iliiuene ( )rmaiid\ , lor the riuhls 
to liro.idc.ist all 3') conce rts of the 
season. .Simd.n s .3-3 p in. 2S are 
remil.ir snbscription perform. iners. 
and the remainder are witli must 
conductors, spei iai perforinaiu es 
lor students, etc. 

The concerts are taped and some 
outlets are reliro.idc .isliim at .in- 
other time or d.iy. 

joe I l.irris. medi.i direc tor, .S. i", 
'/iibrow. evplains the bn\ : "W e 
found that people who like this 
kind of music think \ vx\ liighK of 
the Philadelpliia Orcliestra. 



\\ • I In SI hi) In u • r I 
iioii is In tl« r A \ di !iU t f I 
this \\ pe if milsH ill III II 
.ii« lu\ il jnd .»r« th' ku d of n fk> t 
w« \\ lilt i'l n .(< !i phis th- « I f< 
r< isdii ibli 

I v\\ w ill sp< IIS 'I sill i 11)1 I rS Hi 
I«i ill. irk. ts. !f» .11. oi (In (}\\{ \« ! 
woik, for the first Ix ur < iiK iihli/ 

Ul'4 two llimilles (i! « < >liiill< i< !„d 
liliM- 1 he second ho u !s t<i !>«• sold 
In she si.itinn Olini st iIk ms » m 
.iiid \\ASr boiifiht th • pru<4r.nii U i .) 
« < niiplele lot al Ihh 

I 'lihke 're\.u I). \ \ \\ wiW Mse tlieu 
iuiie for prodiu t < oniim r< i.ds 1 i.ir 
ris s.n s I'^els has tpLilitx pr(Khi<ls to 
sell and tlie\ i\ ill project wliit he 
terms .IS "the sm.irt sell" to push lli< 
prochic-t — str.iiiiht cop\ , no jingles 

The If) g.\H \etuork affih.itc-. 
^iiliied thus f.ir (throuuh Ohl.ind 
Hohec k. liK.) .1 re . Haltimore 
UFMM; Boston. WV.WW \\\ VW 
C:ie\el.iiid. WCfA'; Detroit. \VI)'!\1 
\M-r.\l. Hartford. W M\ll Los \n 
Uelcs. KF \C-F\I. Milwaukee 
WI'MI^. Minneapolis. WI.Ol, FM 
\ew York. WO.XH \\l l*\|. I'ltts 



- WFAA-TV — 

DALLAS 




if pu were a 




You'd have your own 'His' and 'Her' mflbiie television stations ... For HIM: a roomy, 
40-foot cruiser, equipped with two Ampex VideoTape Recorders, a complete power plant, 
six Marconi Mark IV cameras, live tons of air conditioning ... and plenty ol gas. For HER: 
a compact, 25 loot bus with three Dumont Camera chains and other equipment adequate 
lor her modest needs. They're ready to go anywhere, anytime lor any kind ol job . . . 
cgmmercials, programs, or special elleds. They'll make you feel like a Texan . . 

The Quality Station serving the Dallas fori VVor."i f.'ariet WFAA-TV 
ABC. Ctiannel 8. Communications Center / Broadcast servic s of 
Ttie Dallas Morning News / Represented by Edward Retry <S. C nc 
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biirgli, WLOA-FM; Portland, Ore, 
KPFM; Rochester, WCMF; San 
Diei^o, KOGO-FM; San Francisco, 
KDFC-FM; Seattle, KLSN; and St. 
Louis, KCFM. 

Three other stations beam the 
hroadeasts outside of the QXR Net- 
work are: Philadelphia, \VFLX- 
AM-FM, the ori<?inating station; 
Chicago, W'FMT and Wash., D. C, 
WGMS. 

The concerts began 6 October. 

The buy includes 30 spots a week 
for I'els in addition to the first hour 



of the Philadelphia Orchestra con- 
cert series. 

it's all or nothing at all. 

Concert buHs ha\ e another most 
prominent concert orchestra avail- 
able to them this season. The New 
York Philharmonic conducted by 
Leonard Bernstein, whose radio 
home was CBS Radio for 3.3 years 
and dropped last spring, is now be- 
ing heard on, over 55 stations across 
the country. 

\\'OR, New York is the originat- 
ing station for a network (via top 



quality telephone lines) assembled? 
by G. H. Johnston, Inc., whrch alia 
created the Texaco - Metroj^oliitan 
Opera Radio Net^^'ork. 

The broadcasts, hosted !)>• MjltOtt 
Cross, began 6 Octobei and wfll 
continue for 32 weeks with all bul 
four originating live on Sunday af^ 
ternoons from 3-5 p.m. direct frcjrfl 
Philharmonic Hall at New York's 
Lincoln Center for the Performinfl 
Arts. 

Some of the stations will rebroajcl- 
cast the concerts at a later time du© 



Chicago outlet switcties to ^^better music: 



rr 



NINE MONTHS ago, WAIT, Chicago, decided to 
test "better music" programing in its market. 
Reason: the increasing number of "sound-alike" 
radio stations in the Windy-City area. 

The experimental programing has been com- 
pleted and termed "successful" b\' Frederick G. 
Harm, general manager of WAIT. 

To, herald the acceptance of the new station 
policy. Harm announced the launching of a $130,- 
000 consiuner adx'crtising campaign to be placed 




tTBcss aroojir'disc joc&j/s" 



tTfi^y all phiij second fiddle to 
Ih'c iJOflds inosl 6cautifnt music. 




\NQi\T 



in Chicago newspapers over the coming y^ar. 

One of the ads (see abo\e) was tagged These 
(ire our Disc Jockeys and posed the outlet's actmVl 
announcers with fiddles, the eop\' adding "the>' 
all play second fiddle to the World's Most Beauti- 
ful Music," emphasizing the station's polic\' of 
eliminating continual deejay patter in faxor of 
uninterrupted musical programing. 

"This adxertising campaign w-as inspired by 
the support and encouragement we receix ed from 
advertisers and the listening audience over the 
nine-month testing period," explains Harm. 

"Non-solicited mail from our audience over die 
test period has increased by GQ'^c. The favorahle 
mail, countless telephone calls and steady hi- 
erease in ratings indicates that better initsic pro- 
graming receix'cs greater listening loyaltx-, and re- 
inforces WAIT management's belief that a vast 
portion of the audience has highly selectix'ie lis- 
tening preferences." 

The station says the experiment indicates the 
audience wants good music, without continual 
interruptions. 

Therefore, WAIT now broadcasts coutinnons 
music throughout the day ranging from "a soft 
Como to Kostalanetz." 

In place of personalit\' dcejaxs, WAIT eniploxs 
"mature-N oiced announcers" to blrnd with the 
ne\\' sound. 

Advertiser messages are "showcased at the 
([uarter hoin- in the V\'AIT commercial cluster." 
This is the use of a maximum of three Ci)nuner- 
eials per quarter hour connected by spot bridges. 
Station management sa\s sponsors benefit from 
this method because the messages are carefully 
listened to. 

WAIT also fc'atures news e\ery hour on the 
hour, traffic reports, Sunday e\ ening lectures and 
discussions, a program featuring reviev\s of 
|)a]H'rback lK)oks, and a i^rogram dealing with 
various probhMus {)f the city of Chicago, ^ 
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t„ tiiiu- dill* rciiti.iU .111(1 otiu i pit- 
vidiis coiiiittimMits ;il tli.it tiiin- sl»vt, 
sndi us pro-t.iotlxill. 'I'lirsc- stations 
\u\\v liccii asked t(i rcl>ro;i(lr.ist 
I'liilliiirniunir no l.il<'V tl>'»" " P '" 
that Siiiida)' rs niiiii;. 

Payment lor tin* prourain is liast cl 
ttii tlic population ol tlu- |iaitindar 
in.irki't. 

Ini'hidcd in the •')(> stations tlnis 
f,,iT c'ontrartrd. (ahout KM) is the 
mul ). tlic follow iiiii major markcls 
mw spokrn hir: WSB. \tlai)ta. 
WCliB. Boston. WU1':N-1'\1. Bnf- 
l.ilo. WIAIT. Cliiraco. WJW. 
Cl.Arland. kDKN. DniMi. WjH. 
Drtroit; Kl'/Z. I'.l Pa^i. Trx.; 
\\ rri,. I't. LandcMclalc - Miami; 
KHIIM. LoN \iiU«'lc-s. WCCO. 
Minneapolis. W'WOM, N'»w Or- 
Ir.nis; WOH. X»-u York; WinT. 
Pittshmuli: WKAV, St. L^mis; KSL. 
Hiilt Lako (:il\: K\ \. Seattlr; 
VVSYU. .Svracnso and WTOP, 
IW'asli.. 1). C. pins throe Can.ulian 
,*itions: CkX'L. Montreal; ClU M. 
■pronto; and ClUni. \'.meon\er. 
I. C. 

'rvsliiic prttiirtittt itvit'tUihU* 

Vox tlie first time, lu-re is an en- 
ire pvestitze program ;i\.iilal)le to 
'(Ideal sponsors. Ol eonrs*' a national 
iWhertiser eoidd ni.ike a choice 
niiilti-markel Inn .is well. 
I Some ol the kinds of clients .it 
•(this u ritin-i eiirn-ntly t.ikiim acK .m- 
of tJ'i'' M"'»'''> olferiim: nimier- 
ons h.mks. insnr.mce c«(inp.inies, a 
Inviiry co-op ;ip;irtment house, pub- 
lic iitililv . deparlnu'iit stores, iinest- 
nient hon.s»>s, a rest.mr;int. .i dealer 
, in ohjets d'.nt; a I'epsi-Cola hot- 
tier, (aitt Boitlinu Co. and \eus- 
wet'k M.it:;i/ine. 

' One of the st.itions. WAIT. 
]edar B.ipids. l.i. his signed S 
6j)onsors. inchidini; .i dep.irtmeut 
tore. iitilit\ comp.mx. hi-fi deaUr, 
ra\i'l .luenc \ . h.mk antl dr\ clean- 
r. to rotate sponsorship. I'.ich .ul- 
crtis. r uonld ha\e the fnll tiim 
jfor lonr concerts. 

The oid\ sponsor stipnl.itioiis 
piaied upon the IoimI oiith-ls are: 
I . \'o oil eomp.mies 
Z. \o recordimi eomp.mies. 
• Sh(>ll Oil ni.iile a firm ohjection 
to the siiinintl of ;m\ oil eomp.mies 
with (he re.isoiiiiii: th.it ihev spon- 
sor the four 1-honr .Vcff Vor/c P/n7- 
hixrmou'w Vofin:: Ffoplcs Ctvirvrls 
with I.eon.nd Bernstein on (-BS 
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The secitnd stipiil.ition is htstil 
on the I. let tli.it I -eon.ird Betns!. n. 
.rild the \eu York I'liilli.ii iiionn ' i 
chesti.i .ire inider conlt.ut !<• ( • 
Imnhi.i Beeords 

There is .i tol.il ol se\ > n innuii* ^ 
.i\ ;iil.il)le lor eoiiinierci.il nn ss,iu< s 
\ ;>()- second opeliinU ainl ( losinu 
hillluKird, .1 one minute eomim it i.il 
at the heuiiiniiiii and end of (lu 
imisic.il pro^r.ini .mil the oilier loin 
minutes .ire disti ihnlcd irom the 
heiiiimiiiU ;ind ihroiinh the niter 
mission Uiiest mter\ iew s eomhn l<-d 
h\ noted miisie .inthorilx Ja\ II ii- 
rison. 



> 



tm t im at 4 - Afthtr Rtftif . 




II (./{/!, ISosloit IkiiI priihh'nis mnnliine 
l,,tnl N< // I "fM «>/ r-i«<n/'i />r\ i< ilh -/(iHo" 
l>n)i!r,iriniii!. ^ <M< r<>;H|w;n s,„,ii-,ir^ lti>- 
l„n /'..ps C.oiirrrl^ nuil ii<>„ i. ;>/<•'!" 

The n.itiire of the ( ommerci.ils 
themsi hcs. .iltlionuh in the soil sell 
manner, w ill |)iisli the prodiut or 
ser\ ice oflei cd. 

Beunininu tonejil. 23 ol the K> 
Network .ifliliales w ill he con- 
nected In tt'lephone lines, co.ist to 
i-o.ist. This intt-r-eoiiiiectetl uroiip 
will c.irrw li\e. Sue honrs .i week 
of an interx iew .md discussion 
show. 77ie Ciisju v (It roil rioj.nnii 
Hosted In Mr. (atron. this is tin 
onK show oU'eriiiU li\ e the. iter re 
\ iews c(i:is( to co;is( on \eu ork 
the. Iter. The hro.idc.ist oriiiiii.il. s 
from the Te.i Center and is spon- 
sored In BO \C, .\iiih.issad.M Hotel. 
|,..\ , .1 uiimher of le.idiii'i \ ^ '"I 
iZ.illeries .iiid the Te.i Ciiiter lli. 
network, under I. lines SoikIIh im. 
estim.ites t he tot.il pun li isiiiu 
power of its .imlieni <• to he m • \ 
cess of s 1.1 hiUion 

Some st.itioiis mosth fill in thi^ 
are.i of pro'ir.nninu h.ne iiini i dii 
ficiilties w itli the niei li.nin -d .is 
pe«. ts of (. I minerc i.iU 1 1 « s" oiif 



1( ts U ill Ul t .H 1 < pt 111! !< . I li > I 

s. II ( o\n w hn h pi' « III I" hi. ii 
m d' .iliiiu w iSh HI iSi^ n i!i II 1 d 
\ ! I tis( rs 'I h« s. ar< pnni iriK t 
liuiis hos< pronr.imm ' h< I'^iK 
un« iili d low, (id I l.is K i! n\H \< 

(_)inte .1 lew ol di< s) ..nili fs i> e^* 
ii(im<l .ul .1 'eiH Us t • op< i.lin < iH 
i h.inuiiiU the < on inn k lal to siiii !h< 
sl.ilions poli( i< s .iiid ollnf\ \it\< 
no! Some st.itioiis li.i\« a s«pifif« 
si. ill jiisl lo h.iiidh siH h siSn.iln »is 

I lid .it (heir ow II <\p'iis<- 

II O \ II .srll.s •'/'"'■ 

\(il III Ml ( .ee \ n I pi' std< III 

s.iles, \\ 0.\B \M l"\l \. u \, rk 
sp.-.iks for .1 si.iiioii opi r.itiiU siH 
lesslnlK III this .ir< .i lor o\. r 2, 

V c.n s. The sl.ltioil IS hilled IS I 
I'lllt IllUsil st.ltioli S.iN s M( ( •« e 

"We pl.i\ the fin. s! t\ pe . i .d! 
music, show. folk. |.(// « ptT! U.e. 
oper.i, «'li.iinl>er, s\ mplioii\ « ii \!1 
.lie .III iiiteur.il p.ii S ol \in. i i*.,<n 
music. Om iii.irket is the .iduh \» I 
(cr ediii.ited. higher iiu oine .nidi 
eiH e. The lisiein rs .ire \* r\ r< sp< n 
sise \ mileroiis in S.kI h\ |>! r < n 
til .il comnieri i.dK and iiiiish ilK 

"W ( feel (he in. mm i ol tlu < < m 
nieriials should he nunp.ilihh !•< 
onr t\pe of |)i o^r.iiimiu If tlu \ 
.iren't. we cm he sure |o hi .ir Irom 
the llsleiK rs 

'■ \ shoii time .isZo we ,iiJ< d .t i' ni 
iiHTi i.il for Sell's luer p i!e '! In \ 
used .111 r.ii'j:lisliiii.iii who r< ilK 
went to extremes with s(<r«<-t\|>' 
Biitish i<lioms -luh as TIoikK i 
s.i\ tin 1 e ■ « U The 1( !(( rs < I I ■* n 
pi, lints poiiu d 111 .111(1 w» isk< d ll < 
c In lit to eh iim< to sir.iiuht < iw 
Tlie\ did \\ «• s< n! .! tan ol tin Im 
p.ite .md .1 It t»< r i.» < n h h !« n: r 
w ho ( (tniisl.iiiu d. .ind n n iM d « \ n 
moi e 1« tt( rs link (h inliii ' ll < st i 
tion l"r m.ikini. tin i h m '< , f r il « 
, an < f pat« .md for h mdlin • f' < 
lii.ilti r so iiH< K 

W ()\\{ h IS Its !i « P"- <!' I ^' 

Hieiit md < ll 1114! s il ! 1 "11 ii< ri i d 
I. i(p\ it tin si (lion s < xpf i'S« 1 1 \ 

, ( \ ( n I ft ll' d « in p 11 'I s I 
nhi riis( rs iin !ii(hii I p ni \i 

1,1 , s P( psi ( 1 I \. s I I 

. tin I s h\ I in til. I ' I ! 'kii w i 

tht i_. iu \ I 's I !< I ' d 1 ' 

in * lo s 111 ill si !' IS r ■' I 
, , tu 1 pi s ' \ s \\ ( • 

W (,)\B in v t' . i I ! ll ' I 

pie ill ll is ti. I k ' ' r I 

lit Ills n 1 St \ M s s I il i-* d 

f tj' 1 |\ ! I ? • n I \ > ^ \s \! 
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Gee explains, "One might not think 
of I lehrew National as a prestige 
sponsor, in general, like an importer 
of Polish Ham, etc., but they are 
the finest in their field and are 
pleased with the advertising results 

on \yQXRr 

Quality at dhcoiitit, hot prospect 

The station also does well with 
sponsors who are tagged as "qual- 
ity with a discount," such as Bar- 
ney's, clothing store for men and 
boys. Barney's had a hard sell jingle 
the station changed. They created 
new cop\' using the QXR string 
quartet for background music. Also, 
the Ritz Thrift Shop, a second hand 
fur shop and a local record store, 
known for carr\'ing a \'ariety of cat- 
alog items at a discount. 

Ted Jones, president of \\'CI\B, 
Boston, had troubles with match- 
ing the hard sell copy of some na- 
tional advertisers to the station's 
programing concept. "Canada Dry 
now sponsors our broadcasts of the 
Boston Pops concerts. One year ago 
they wouldn't do it. They thought 
the station was stuffy, but the local 
manager knew the station and die 
audience it reached and all are now 
very happy with it. \\''e pro\ ed our 
share of audience, better educated. 



higher income. " 

One agency spokesman expressed 
an opinion on this problem frOm the 
advertisers point of \'iew. He found 
n situation that seems to be unique 
to this type of programing. 

Da\ id Persons at North Ad\ ertis- 
ing complained that good music 
stations sometimes present "difficul- 
ties in billing." 

"Unlike spot t\', these stations 
give you an estimate of 6:45 to 
7 p.m. — then they extend the pro- 
gram for various reasons and the 
commercial doesn't air until 7:20 
p.m." 

More and more of these stations 
are becoming promotion minded 
and some have unique merchandis- 
ing methods. 

Director Da\'e Polinger of 
WTFM, the Friendly Frost station 
in Fresh Meadows, L. I., New York 
tells of a contest held a .short time 
ago that brought astounding re- 
sults for the station and the sponsor. 

Tagged the "Zenith Quality" con- 
test, listeners were asked to make as 
man\' words as possible out of the 
contest title, and those who sent 
in the largest list would be winners. 

The station was flooded with al- 
most 4,000 returns. The winner 
listed 1450 different words. 

The overwhelming contest re- 




LKI'T. lypiral of mimlhh iirogriiriiiiifi hooklols ofjrrvd at iiorriinul jeo to siihucrilK^rs : 
]{](p]\'\\ I'<T.sp»Tli\r: magazine i>iihlif.lic(l hy HvrtmnI Jarohs. fl FMT. Chicago 



turns proved to the sponsor that tikg 
station had an enthusiastic, reacti^?! 
audience. 

Result: Zer^ith became a 52-week 
advertiser. 

Another gimmick contest for a 
sponsor tlie fm stereo station mn 
was for Martini & Rossi. 

Twice a day the station wquM 
play a monophonic selection ani 
listeners were requested to identi% 
the song and send along their pra- 
fercnce for sweet or dr\' vermoutlv. 

The station received almost 2,000 
returns in two \\ eeks and the spOftj- 
sor renewed their schedule. 

Booklets are promotion ite-nm 

One promotion method comnion- 
ly employed b\' good music statijui 
is the monthly programing booklet 
offered at nominal costs to subscrib' 
ers. Single copy prices range from 
15 to 35 cents a copy. 

The booklets are primarily dtr 
voted to the station program ligt- 
ings, but many contain features ani 
departments such as a calendar of 
cultural e\'ents around the cit|\ 
recommended restaurants, notice if 
on-the-air special programs, per- 
sonality sketches and record re- 
\'iews. Interspersed through the^ 
booklets (man\- of which are quiti' 
handsome) are ads for the statioli'i 
sponsors, and some contain an ais 
vertiser index. 

Bernard Jacobs, ownier of \^TMX, 
Chicago, has elaborated on theitr©;- 
graming booklet idea to producr a 
slick monthly magazine sold to sub- 
scribers at $5.00 a year. It is called 
Perspcctice. 

In addition to the broadcast 
schedule and calendar of eveitts. 
Jacobs has introduced fictiDn aii'd 
essays on music, poetry, art, drarna, 
etc. The high \olume of paixl ad- 
vertising from A\'FMT clients* aad 
many, man)- oUiers has iijade the 
magazine an extension in priilt of 
the station's highbrow air iillagc^. 

So w hat does it all mean? An in- 
formed media buyer migbt sum It 
up thusly: 

Most ad\-ertisers should investi- 
gate sizable niarkets compose4 Of 
IJeople eager to spend money Gi\. 
new and quality products and serv- 
ices of all kinds — a market not be- 
ing reaehed on a continuous haiU 
hy any other media in a niannif 
comparable to good music radio. 

And all this at reasonable cost. 
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^Lee sees public reaction as best ad safeguard 

Non-committal on code 
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\J.i\l)i- tlicii' slioiikin t lu" .1 (!(h1( 
it all. I Ills s|)i'('iil.iti(iii iMiiic uilli 
,01 IX' titluT SIM prisi's on the siihu'c t 
il iiK'oi por.itiiii; tlu* .\ \ l\ vodv into 
•TX' 1)1 oiulinst riiK's Ironi coiiimis- 
, inner Kohi-rt Iv Lee. Mtlioiiuli lie 
iriuin.ilK' |)ro|)ose(l the ide.i which 

I .IS been rocking the hrojideast in- 
liistr\ boat in recent weeks, Lee 
(..rill last %ieek that he is not coin- 
nitted one way or the other either 

II favor or auainst code adoption 
Lee was addressing an overllou 

rowd of station owners and inaii- 
iigers gathered for tlie last of li's 
series of I9fi3 Manaueinent Confer- 
I'lices. ill Detroit. 1 le coinniented on 
U.AB president Kd Bunker's rc- 
liarks to tlie group that the best 
vgiilation of commercials could be 
iccom|)lished through the public's 
paction to stations b\ saying he 
thought this u as sound in principle. 
Voting that onK about 30'' r or so 
•of radio stations feel tlie\ can siib- 



siiibe to the \.\H ( ode Let s n<l 
"il tlie\ lan t In e with the ( .odi 
perhaps it s no uood and tlx- ni.ittei 
ol eoininercial limits is best lelt to 
each iiidiN idiial station ni.ni.iuer 

i le had a receptive aiidieiict to 
remarks that television is (he target 
ol most public u rath on < < imiiiri - 
cials, not radio. \ii(l most of the 
complaints center on ireipieiuA ol 
interruption, not taste, he said. 

Also addressing the meeting u.is 
Kenneth ( i. .Manuel, president ol 
1). P. HrotliiT, u ho praised the Bn- 
rean s decision to imest in the de- 
\ elo|>iiieiit of "realistic and triisl- 
u orths a 11 d ie nic research tecli- 
iiicpies. 1 le hailed the results of the 
BA li "metluxlolog) " stiuK as a "ma- 
jor lightening ol tlu* agiMic\ bur- 
den " and \\ ent on to in ge the station 
owners and managers "unite in an 
indnstry-wiile effort at simplihca- 
tion " of the paper work iin oKed in 
hin ing radio time. 



FM fields windfalls from Fels 




One of tlu" bicciT hivonv for the fin mecliiini to date lonie^ from IVK 
("«. uliieli uill sponsiir :i eoiiiplete senson of .1!) l'liihi(U'l|ilii.i ()Rlu">tr,i 
eoiieerts in 22 ninrkets from roast to coast. Here (l-r): Joe ll.irris, fuedi.i 
dir. of S.I", y.iihrovv. ^^liicli iirranced packaue; I'nueiic Oriii.nnK, innskal 
dir of the ()reliestra; I);n id C. .Meliiie(»lf, I'els pres.; and lleiirv I'oltier. 
iiiRr. of the .\cadeniv- of .\liisic, v\liere romerts uill he taped. .Series is 
expected to he in stereo and monaural on some 10 fn> stations 



W. coast f m listeners 
travel more than am 

nunersol Im ladios do moM ti « 1 
iiiU both lor biisniess 111 I I 1 pl« 1 
me, tb.in do their hi n Ini i iiots i 
|)a I t s \ 1 1 or d I II !4 to tin (bud 
mondiK Los \iiuel< s I'oli ill hit 
audit IK e III (.alit<nins Los \i) 
"eles .ind Oi.iiigt tnnntMs his 
bands in !iii honn \ !.<k< .Jid i ( 
thiee tiiiirs as main blisnu s\ trsps 
b\ plane (ban the a\< r.e'e ,ir« .( r< si 
(h ilt— I'J2,(KMI ( 17 S' ^ of hiisb.m<b, 
III I III homes made biism< ss trips < 11 
( oiiiiiu rt i.il airlines vM(hiii iIk p.ist 
\ear, as o|)posed to fo,f><K! 12''? 
of biisb.iiids III noil fin Iioiik s 

III (he same perunl 1 1.1' r HI 
7(M)) of (be iiiarrird mal«* im s< ( 
owiKTs (00k pleasure (rips b\ plan* 
ayaiiist 3.S' r ( IS.(KH)) hnsb.imK m 
non-fill lioiiies ui\ mg fin an air 
(ravel share of 73.3' r of (o(.d L \ 
and Orange comi(\ lionH s. 

hm set owners made up U~ \' t 
of tlie s(eainsliip p.issi nuers 111 t he 
j)as( year: i fi'^c of residi iits < f fin 
homes (00k sikIi trips .igaiiist I 'Tf 
of families in noii-f ni homes 

The Los \iigeles Poll of fm audi 
ciwc is a ser% ice (if the John li 
KiiiiilU ('o.. releasitl nioutliK In 
KCBll-I'M. Be\. rb Mills Tins 
month's reported fm pt ii< (rat it 11 in 
the two count ies is Ifi.l, w i(li .1 pro- 
jected total of L"70.rif)2 fm lioiii< s 
antl 2.2 IS, 320 (o(al radio lu nx s 



ASCAP wants its fees 
for piped-in music 

( dimiK rcial es(ablisbiiien(s pipin^ 
(be ninsK.il prouraiiimu of \ik iI ri 
dio s(a(ioiis (liroiiuli (In ir prj iiiisi s 
are liable lor pa\ nieid ol nsau<- U < s 
(o \S( \ P it extra sp< .iki rs < r p il • 
lie address s \ s(eiiis are ( ir r\ m ' ( I <• 
brojiKas(s l„is( \\ < < k III a iit s 
le((< r (o i(s m< iiilu rs tb< 1 I n I > 
\ssn ol Broa<Uas((is s nd s( !i is 
should o!b r (Ins ad'^us (c h p »rt 
IIK ii( st(m s .iiid otiii r !) siiM ss 
jiipnri in pr<>4ran! n i '« ( 1 

\!' Ik fine b I'st 1 ik t 
(hose « \lra spi ik< 1 s 1 t ■ 1 

a Kn^ \ i r 

The IK w sli ((( I s I I s ». s 
(ion iiH ikIm rs j T . st III I I I ' 
ol romnit K i I i « s J n 1 1 (s 
(he- s( 1(1 HIS (I < !) ■ 'V < s I i ' r I 
j)jid lor list f I tl ( M su \ \B at 
(( iriii \ s s.ud I iw \ < r s ! 
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The engineer lifts his pnal,.* 
plans are eompkte- woA conJiniies 
on San Diego s eMf-lhaigln| i|fln& 
Dynanlli growth is a GOJiftal 
factor ill tli« lives dmAn 
San Diegaul this vifil fHfiet 

(theiMiffilliftlafpiJ 
is serveJ lit^r k WGfr&lfe 



music an! tewi 
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constitiitc-s ii coininercuil use. Tlic 
newsletter iidded the issue will be 
discussed when proposed re\'anip- 
ing of the cop\right laws "gets off 
the ground, hut this is pretty well 
in the future as of now." 



NEWS NOTES 

Sprite picks up radio/tv: — Sprite 
hottlers (franehised by Coca-Cola's 
Fanta Division) are lining up lime 
in 100 or more t\ -radio markets for 
a "Sprite and Spice" punch promo- 
tion from Thanksgiving to New 
Year's Da\'. Sprite and Spice, offer- 
ing a special McCorniick spice 
packet and recipes for punch, had a 
test workout in a few markets last 
year at holiday tune, and the 60- 
second t\' commercial, prepared by 
McCann-Marschalk for local bot- 
tler use, was best in its class at the 
last American Tele\ isi()n Coiinucr- 
cial Festi\'al. 

NEWSMAKERS 

[oux Riley to director ol radio 
production at W'FliG. Altooua. He 
replaces Al Wolke, who has pur- 
chased part ownership of W'OTT, 
W'atertown, X. Y. 

Nick Barhy to sales manager for 
W'CUE and WCUF-FM, Akron. He- 
was an account executi\'e with Ohio 
Station Uepresentati\es in Cle\e- 
land. 

James P. Henslky to \ ice presi- 
dent and general manager of KSON, 
San Diego, lie was \ice president 
and general managi'r oF KGMS, 
Sacramento. 

I^ohert 1. Gross to general sales 
manager of W-GTO, Cypress Gar- 
dens, Fla. He was formerly sales 
manager of WPKM, Tampa. 

l^onEKT M. Miller to director ol 
special broadcast ser\ iees of WEUF, 
Gle\('land. He is succeeded as di- 
rector of promotion and publicity 
by G \HY Dams. 

Dale Morn^. W IN(s Da\t:oii 
and lk)ni,ivi Faiu.e, \\'IBI{. liatoii 
fiouge, to eliairinan and \ ice chair- 
man of the Assn. of Independent 
Metropolitan Stations. 

Joseph IIam ey to director <rf 
public information for W'CBS i?a- 
dio. He was special e\ents manager 
for Mac\ s. New York. 

Ai,Eiii:i> '!". Pi( i\M to local sales 
manager of k'ISX l^adio, i'ortland. 




It's fine for elephants, Ibut 
tigers are another breed of ani- 
mal completely. 

If you're a Tiger, yoii ne&d 
WHLI. The more than 2 millian 
Long Islanders have creatpidl g 
$3V2 billion Nassau-Sul&lS, 
market. They may hear NfiS 
York radio stations... but the^ 
listen to WHLI. 

WHLI is the Long I^landgig* 
own station. It serves Lqjj]| 
Island and fights Long Islatti- 
ers' battles. WHLI is the sta- 
tion Long Islanders listen to... 
the station Long Islanders ate 
loyal to . . . the station that 
serves Long Islanders exelu- 
sively and best. 

That's why the Tigers in 
radio adv^ertising use WHLI 
consistently! You can be » 
Tiger, too! 
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S. irked at 
mwt tv import 

1'llf' .S 1 \ 11 I)l 1' \1(1 Ml \ 1 IS Sl. p- 
i pin<4 in to s.ilcuihircl Aiiici iciii t\ 
'?iptiitiTS .ni.iiiis! iiiiijii ilistTiiiiiii 
itiiMi In Br.i/.il. Spurred on In llic 
, Tv I'rtitir.iiii (•"spurt Assn.. llu- 
riiiiK'iit li.is iiistriK ted tlir I S. 
lCilil).iss\ ill lir.i/il lo protest lir.i/il 
ii.ni (lerij'j" No. 522Sf> uliidi reun 

I. iti's telex ision .iiul r.iclio. as ,i \ io- 

II. ilioli (»l the (»eneral .\ureeiiieiit on 
T.irifls ,111(1 Trade and to "express 

niu ei 11 about tlie potential e(le( ts 
)f this deiree on our tr.ide with 
Ika/il 111 t\ prouraiiis." 

I The decree specifiealK liaiis troiii 
prime lime imported protiraiiis 
klfidinu with "|H»lice e\eiits ol .nn 
i.itiire. the I-'ar West, or sex (.iiticle 
dfi)." Till' laiihassx is directed to 
leoiu e\ to the ika/iliaii uoverniiient 
VVasliiiiiztoiis impression that the 



Brazil 



atllliide seems lo Ix diti i tcjl sp. 
eifiealK auaiiist I S. piodnct i at li< i 
than represeiitiiiu a si i nms .il tempi 
lo appK standards ot «piahl\ In 
films adniilted loi lelet .is| m 
lira/il. 

I heh( \e il Vl'V u.is designed In 
jirev eiil |)reeisel\ the t\ |)e ol i eslru 
turn thai is lieinii eiii|)l> >\ ed in this 
pai tic nlar decree." ohsi r\ ed John 
McCarth) . president ot TP I". \ ( )l. 
\ loiisK , it three out ot e\ ei \ toni 
hours must he li\ e prouraiiis, as the 
th a/ilian decree requires in the case 
of miiiiici|)alities ot one million or 
more, these li\ e programs can oiiK 
he fm iiislied dome.stiralK I'm t her - 
more, the s\\eepin>4 l.muii.iiie ol 
\rticle 26 \\ onid rule out iii.iiu 
proyi aiiis tli.il are jx rfectK siiit,il)le 
for .iii\ t\ pe ol .nidit nee ^ 





WHY SALES CLI^B 
ALONG THE SKYLINE 

You rope a lightly bou J r >■ 
buy TV mark PI ,v Ih p^- p ; t <- 
,as larqe 'IS the 25!h m "ro Tr«« 
but wiih Lumbf^r Bu»ld g 
-Malerial-H-ifdwTre "i >^ 
ihal rank 6ih' 

SKYLINE 

TV rJETWORK 
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Hollywood Museum a reality! 



Hi)llvuood d«>dic\ited ,i moiimiieiil 
unto itself \ eslerd.n (20), hre.ikiiiu 
';iroijnd at Ili'^hKiiid \\e, and 
('ahneiiu.i Bl\ d. for ,i $11 niillion 
I .OS \mielrs ( 'oiint\ llolK\\o(»d 
Vhivemn lo house iiienioraliilia ol 
tile lour in.n'n hniiu lies of the eii- 
Irft.iinineiil iiuliisfr\ : , IJ.idiit. 
iliotioii pic lures, ,md recording. 

The miiseiim, sc liediiiicl for com 
pletion in Kite i^fii, will ser\e .is .1 
rrsiMrch, ciiltin .il. ,md ediic.itioii.il 



center lor slndenls. ,iiid .is .m t nlei 
t.immenl c enter lor toiiiisis 

\ii estim.ileci .3. (KM) sl.iis o| the 
enl« rt. limn! lit world •4.i|Iht< d .il 
the l';-.icre silc el the must iim t < r 
\ eslerd.n s jercmonic In t\ pit .il 
llnlKwood l.ishioii llii spi t udK 
desinncd ( Irec i,iii-mo('< 1 n iker s 
pl.itioriii \\ .IS h.ill .1 hlink I 1114 
three stories hiuli. .md iii« liidi d .nr 
coiidil loiied dressuiu 1 >iiiv 1 r 
pel siiiialilK s ( III I III jHii^rai 1 



TV hornet 



Wh4^tmg vatti'tv 
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RATINGS WE'VE GOT! 
LET'S TALK ABOUT 

WIVES! 




Wi\'es \\e'\'e got a plenty too! In 
our KELO-LAND TV audience are 
happy wives, matronly wives, fussy 
fraus, dutiful wives with thirteen 
children, and beautiful wives with 
almost one. We have brand new 
helpmates too, like the poor kid 
who wrote us, "1 ran home to moth- 
er's tv set last Monday beeause a 
certain brute in my bouse wouldn't 
let me watch the Dick Van Dyke 
show." In fact, it's determined gals 
like these that help swell KELO- 
LAND TV ratings to 67% ARB 
METRO SHARE.- And more 
homes reached in the total Sioux 
F'alls-OG County area than by all 
other stations combined. 

*ARB Sioux Falls Metro Area estimate. Feb. -March 
"63, 9 a.m. to midnight, 7 days a week. 





Wis. Valley Tv Corp. 
ups Dudley tq pres. 

Richard D. Dudle>', general man- 
ager of Wisconsin Valley Television 
Corp. for the 
past si.\ years, 
has been elect- 
ed president, 
general man- 
ager and a di- 
rector of the 
firm. Dudley 
will supervise 
WSAU - TV - 
AxM-FM, Wau- 
s a u and Dudley 
WMTV, Madison. He succeeds 
George Freehette, who died 24 
September. Valley Television's 
board also announced the following 
promotions: Bart F. Kcllnhauser to 
station manager and program man- 
ager; Thomas E. Bolger to general 
manager of WMTV; Roland W. 
Richardt to director of engineering 
for all the firm's stations; Martin 
Ilogman to general sales manager 
of WSAU Radio and William ^E. 
Payne to j^romotion manager. 

Closed - circuit tv net 
opens SRO in Canada 

A closcd-c-ircuit tv theatre network, 
televising professional sports events 
for showing in movie houses, made 
its debut last week in Canada with 
SRO signs on all nine of its theatres, 
and a total gross of $24,000. 

The closed-circuit sports \ enture, 
owned by Famous Players Cana- 
dian Cori?. and Internatiomil Tele- 
ineter, ser\'cd up the Toronto Maple 
Leaf's first out-of-town game of the 
season for about n,000 ice hockc}' 
fans gathered in Toronto theatres. 
The game 13 October, also seen by 
Telemeter's home pay-tv subscrib- 
ers, was the first ui a series of 32 
that will be presented by the closed- 
circuit operators until next March. 

Fans witnessing the game at thea- 
tres paid prices ranging from $1.25 
to $2.50, Home subseribers paid 
$1.50. International Telemeter, a 
subsidiary of Paramount Pictures, is 
aligned with Famous Players Cana- 
dian Corp., 51% owned by Para- 
mount, and Trans Canada Tele- 
meter, in a four-year agreeiwont 
wiUi the Maple Leafs for closed-cir- 
euit presentation of the team's away 
games. 




1^^^^ CBS • ASC 

KILO-tv • KOLO-t¥ • KPLO.t¥ 

(interconnoctcd) 

101 ftevB. Presitfsit 
Evm Nord, Iseeutiw Vkt- Pres. Ir Con. Mgr. 
Urnf ttfttsM, rm-fni. 
Rtpriunttd AittoMttir by H-K 
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M< ill I i>«-<i[)I<', what ihcy 
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21 October 1903 



■ San Francisco scramble: Our man out West 
reports that tiniobiiycrs and media directors 
lia\e been playing a dizzy game of "musical 
chairs'" of late. 

n First Guild, Bascom & BonCgli dazed the 
reps when GB&B buyers Dick McClenaban and 
Jerry Gilley announced tlicy were leaving the 
agency. Dick is joining Fletcher Uichards, Cal- 
kins & Holdcn's San Francisco ofEcc as media 
director for the agency's West Coast offices. He 
had been with GB&B a year, and before that 
was with Dancer- Fit'/-gerald-Sample (New York) 
for six years. Jerry, who only recently trans- 
ferred to GB&B's San Francisco office from the 
agency's Seattle post, has not announced his fu- 
ture plans as yet. 

n Next came Glen Mclntyrc's annoimccmcnt 
that he was resigning as media director for the 
L. C. Cole Co. to become a sales exec for KHOY 
(Sacramento). Sherman Rogers moved up to 
succeed him at the agency in San Francisco. 
O Cpllccn Mattice announced plans to resign as 
media buyer at J. Walter Thompson as soon as 
the agency lines up a successor. Colleen, who 
joined JWT a year ago after leaving Seattle, is 
moving from San Francisco to Los Angeles, 

nnminiiiniiiinininiinniiin 



where her hnsh.iml h.is been transferred by his 
eonipany, C6:1I Sugar. 

D Just for good nitMsiire, Ann Rule, w ith D.mctr- 
I'it/gerald S.nnple in San i'rancisco for (he past 
three years, eame up with the ni us th.it she'll 
resign lu r post as timei)u\c r 31 Ottolw r and 
seek a new conneetion. I'rior to joining D-F-S, 
she was a buyer u till the I'lt/gt rald ag< ik > 
(Xew Orleans), and was w ith Hearst newspa- 
pers. Ann, by the way, is sporting a rep-.iuto- 
graplied cast on the ankle she broke stepping off 
a bus en route to the office one morn. 

■ Testing in four markets: Dr. Pepper s Pom- 
mac, new low calorie drink with flavor essence 
imported from Stoekhohn, now beini; tested iisin^ 
radio and newspapers in four areas: S mta Cm/.- 
Watsonville, Calif.; Benton llarbor-St. Joseph, 
Mich.; Rapid City, South Dakota, and Denton, 
Texas. Ppmmac is being offered in 12-oinice Ixit- 
tlcs in the Michigan test area, and in 10-ounce 
bottles in the other test markets. Agency is Grant 
(Dallas). 

■ Spot radio and tv Tanny's ad muscles: Broad- 
cast media will uet the major share of the ad 




MARY MEAHAN: 

giving expected, groping taboo 

With Kudner (New York) as a media buyer for three months, 
Mary Mcahan buys for General Telephone & Electronics 
and Sylvania Electric Products, General Motors, and i iissy, 
is assiduous about Kudner 's planninij board method of select- 
ing media for an account. The accoinit buyer is always in- 
cluded in media department plamiinu discussions, and as 
Mary puts it, "Everyone is expected to contribute sound 
ideas. There's no groping, no lost time. All our discussions 
have definite results. It's a good fcclinc; to have had a soicc 
in the actual plantiing of your buys." .Mary henan her career 
in the media department at Cunm'ngham \' W;dsh, then 
jumped the fence to join Blair-T\'. .\fter four > ears with the 
rep finn, she became a buyer at the Richard K. .Manoff 
agency at its inception, later was a buyer with the C. J. 
LaRochc and Lynn Baker agencies. She was a senior buyer 
with Fidler & Smith & Ross for Lestoil, American Chiele. 
and Lehn & Fink, prior to joining Kudner. Mary belonus to 
CARTA, lives in Parkchestcr, New York, likes to coif uhen- 
evcr she can spare a minute. 
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21 October 1963; 



budget Nvhen the newly reopened Vic Tariny 
gyrns of Los Angeles- and San Francisco break 
their new ad campaign. Plans are to use satura- 
;ion spot campaigns on a big list of stations to 
promote the L. A. Wilshire Blvd. branch and 
five locations in the San Francisco Bay area. 
Richard Osborne, president of the newly formed 
Nova Enterprises which recently took over the 
Tanny organization, reports the firm will ex- 
pand the chain of gyrns throughout H western 
states as fast as locations and personnel can 
lined up. Vic Tanny gyms were formerly among 
the top 10 western users ol broadcast time- 
Agency is Jon Bky Adv. ( Los Angeles ) . 

■ "Battle Line" sweepstakes: In Official Filrns' 
contest for New York agency media people and 
reps, entrants guessed, before I Au;gust, the 
number of stations which would buy the new 
series. Pat Briody, media buyer at Benton & 
Bowles, won the first prize — a global collection 
of "spirits" from Akyavit to Vodka; Ken Better, 
PGW, won second prize — a machine gun, a 
memento of World War IL ( The Corner under- 
stands Kens the first on his block with a ma- 
chine gun.) Third prize Winner was Ruth Clin- 
ton, Gardner (see photo). 



BONNY B'CAST BUYER BAGS 
'BATTLE LINE' BREWS 





HARVEST OF HOPS: Gardner (N. Y.) chief timc-Wiycr 
Rudi Clinton gatlicrs in tliird prizjs — a world-wide col- 
lection of brewS — Won in Official Films' Biittle Line 
sweepstakes. With her are Official's president Sleymour 
Reed (1), and firm's dir. of natL sis. Johnny Johnson 



WOWO WINNERS.- (l-r) WOW's (Ft. Wayne) Doug 
Shull Congratulates N. Y. prize winners OoJline TortaTOi 
of McCann-Erickson (watch); Jeanne Sullivanj SSC&B 
(attache c%se); & Dave Persons, I^orth, (radioj 



■ WOWOpre:se|itation; The two recent WOWO 
(Ft. Wayne) luncheon presentations drew many 
New Fork agency people and advertisers, includ- 
ing Frank Finn,, MjcCann-Marschalk- Charles 
Hofmann, Foote, Cone & Belding; Norm Sprei, 
E. R. Squibb & Sonsi; Wes Parma, North; Ed 
Fieri, BBDOi Bob Wilson, Benton & Bowles; 
D, K. Burch, P. Lorillard; Lucy Ker\vin, Kenyon 
& Eckhardt; Rena Mayer, Campbell-Ewald; 
and Herb Gruber, Parkson. At the first luncheon, 
door prizes were won by Marion Jones, Lennen 
& Newell (watch); Helen Thomas, Street &c Fin- 
ney (radio); and Bill "LucIq'" Falk^ spaxseR (at- 
tache case). For second day's Nvinners^^ see photo.. 

■ Care marches; on: Texize Chemical's Care, 
chlorine-free liquid bleach, will be introdttced 
in the New Jersey-Oelaware-eastem Pennsyl- 
vania area with a saturation tv sked set to be 
aired 4 November on Philadelphia's WFIL-TV, 
WCAU-TV, and WRCV-TV. Spot drive AviU 
continue until 15 December and resume after 
the first of the year. Product Was introduced in 
metropolitan New York, nortliern New Jer^y, 
and Connecticut-Massachusetts markets via spot 
tv last spring with successful results. Newspapers 
and in-store promotions will supplement tv. 
Agency is Venet (Union, New Jersey). 

■ Banking on tv: United California Bank of Loi 
Angeles |20D,000 fall spot campaign under way 
on tv stations in Los Angeles> San Francisco, 
Bakersficld, Salinas, Fresno, Sacramento, Stock- 
ton, and the Chico-Redding areas. Agency is 
Erwin Wasey, Ruthrauff & Ryan 'Los Angeles)^ 



TV BUYING ACTIVITY 

Lever Bros. Lipton Tea buying sp:ot sched- 
ules in aboul 30 scattered markets for a 27 Octo- 
ber start date. Four-week dri^'C will eniploy 
evening fringe minutes in siome markets, da^ 
and evening minutes in otherss Buyer at SSC^B 
(New York) is Steve Siurcn. 
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Hsirtigan to International 
Qi vision of Time- Life 

il lrc iiitiTii.itioii.il (Inisum «)t I iriic 
Lllf l?ri).i(lf.ist li.is jimoiiiurtl the 

W \ tiu.m. ri|)(Mtiii'4 

■ * U. Si-4 \lickrl- 

s< m, lie. 1(1 ( )l in- 
tern. itidii.il (If- 
/' \ rlopiiicnt (or 

^^Jm^ It t !i r t I r m ■ s 

^ \\ 111) 

iiiiiiiufin \ iff pifsi- 

Ic'irt and jzrncr.il ni.ni.iuor ol X'iclt'n 
louse, a film prochutioii tonip.iiiv, 
.\ ill specialize in W proiirainiiej; (cir 
oreiijii station operations I le he- 
•an as a prodiuer-direc tor at W HZ. 
loston. then moved to W'I'I \. New 
I ork. where lie heianie program 
)i!siness inana«ier. Siute tlien, lie 
las heen direc tor of pronram cle\ el- 
•pnveiit at I nited Artists, aceoimt 
vt'cntiv e at VWZ Television and 
"astern Division manager ol \ IK" 
■'ilnis. 

^|tv no public utility 

Milk K. Mass senator Iroin Utah, 
'.irned tlif FCC not to treat hroad- 
aj^tinu like a pnhlie iitilitv In trv- 
iig to reunlate commevtiaK and. 
'ventnalK, the wliole hro.ideast 
•euiiomv lie stron^K sn^uested 



tli.it the (. oiiimiinmok u itli li I 
propos.il to Imiil ( MHim u i I 
no III! thi'i (' tioii \lov .1(1 1 (ltd I ' 
tlt.lt lie toi I <4l mnhles .it < \« < iv 
( ( ininiei I I. lis like most \in< lu iti 
hut lie 1 1. IS hecli I e issui < < I 1 1\ i ■ < ! 
K ill. irks ol \ \ H preside i(t i • 'lliu 
t'lit tni|)i < >v ciiti lit Is 1*11 (he w i\ 
The sni.itoi Is sure tin h,itll>- 
.ii^aiiist l"'( '( . s "h.ttk dooi .ip 
pro.ieh to r.ite le^nl.ilion t oiild h< 
won 1 IV hi I i.ii 1( isters on leu il 
ground. Hut he vv.mts the l.ii '4< i 
issiii- ol I )io.i( Ic .isters l ights to Iuih 
til III iiidepeiideut Iv and ( oinpt ti 
tiv elv liillv .illirmed lie .idv is«d 
the l'( '( ' to wait lor v ohint.irv .u 
tioii l)v hro.idc. isters, .ii tiiiU vv itliiii 
their st.itntorv rights to eoiidiic t 
their ow n eeoiioiiiv , 1 1 tliev f.iil. .md 
the l""( .'( '. vv .nits soiiietliim: done 
about it. let t he ( 'oiiiinissiuii tome 
to ( 'oiiviress, .md put the issue to 
full Coiiuressioii.il deh.ite, he loii- 
cliidecl 

NEWS NOTES 

L'HF tuners turn tide: C.eiieral In- 
strument (]orp *s l.itest tiii.iiK i.il 
st.iteiiieiit indie. ites a recov erv .ifter 
the loss siist. lined in the fise.il ve.ir 
ended l.ist 2S I'ehriiarv . ('ontrihnt- 
in<4 to the s.iles .md profits vi.iiiis 
vv ere increased sliipiiieiits ol iilil tv 
timers to set iii.iiiiif.ic tm ers for iii- 
corpor.it ion in the new .ill-cli.iiiii< l 
sets. |'re-t.i\ profits vv ere up 1 1 7' r 



QUESTION 



March hears plans for his new show 




DiscnvMjiui iHvv Vl?C' T% li;iir-li(>(ir i-iilrv. l..iiicli>' for '>«.il«\'" 
bovunl l;ist iiiulit (20l arc d-r) IMv^.irtl lili-iiT, KM i p. .iiitl l\ et-u >..iii<^ 
nlRr.; prngrain host llal Vlarili; J.iik Momiif-ii iie, adtrrh-^mi: ^ |i for 
^ponsoriiitf I-'.l Procliirto ( ii:ars; KM', v. p. and ts prograni dir. riu'odort- 
Fctlcr; Lfsti'r (mjIu'ii. v .p.-ai roiiiil siijUT^ i>.ni , ( ninplon \d4 crtinim. 
.lUCIifv for El Proiliiilt), and Ik'ii Coodiiiau. of llie licar loiiip.iin 



Whjt docs 

kc 



mean? 



ANSWER: 



With 5000 wafts 




serves an area of 
60,000 sq. miles 
. . . it would t.ike 
590,000 wjfts 
or 118 times 
the power of 
KWTO to serve 

the same 
area at 1260 kc 



59 - County 
Primary Area 

$3.3 Billion Market 



270^9 marc COuntici fhjn 
fhc tccond iljtion. This 
mcjni 145 S73 more popub- 

»ion, S2. 873. 886. 000 more 
C S I 

SRDS Cm Djia 

Mjy '63 



Who do I 
contact? 



Conljct. SjTjtli Gj.tei 
far>n«rlT fetnon Njf>««s! 
Reppei«>if I;n« 




5 p r i n g f 1 c I d , M \%m u ri 



mmm 21 cK i oB tR iws 



TV MEDIA 



for the three months over hist year's 
comparahle period; per share earn- 
ings inereased to 10 eents for the 
quarter (vs. 6 cents hist year). For 
the six months ended 31 August 
1963, sales were a record $47,121,- 
2.39, u]) 14% over volume of S41,- 
194,131 in the year-ago half. Pre- 
ta.x profits were $861,683, up SO^ir 
over $477,609 in last year's half. Xet 
profits were $508,183, equal to 20 
eents per common share, compared 
with $355,309, or 14 cents a share a 
year ago. 

Mid East taps tv resources: ABC 
International is lending an assist in 
the formative stages of the Arah 
Middle Eastern Network, just form- 
ed hy tv stations in Syria, Jordan, 
Kuwait, Iraq, and Lebanon. Tele 
Orient, cli. 11 in Beirut, an associ- 
ate of ABC International Tv and a 
member of the ABC N\'orldvision 
station group, is the flagship station 
of the new network. Don Coyle, 
])resident of ABC International, 
termed the step "crucial in the de- 
velopment of Middle East tv," said 
his company will provide interna- 
tional program buying and sales 
representation services to the sta- 



tions which form the nucleus of the 
new organization and will continue 
assistance as is recjuired in expand- 
ing the network. 

Heady to roll: Production of a pilot 
film for a proposed new NBC TV 
science-fiction series, /. S. D. (Insti- 
tute of Scientific Defense), will be- 
gin diifing the week of 21 October. 
To be produced by NBC Produc- 
tions, Television Network, /. S. D. 
is based on a science-fiction concept 
created b\' Robert Barbash, writer 
and producer of the pilot script, 
"The Prelude." The full-hour pilot 
will be filmed at Paramount Studios, 

Elected to SMPTE offices: Deane 
R. White, associate research lab- 
oratory director of du Pont, has 
been re-elected engineering v. p. of 
the Society of Motion Picture and 
Television Engineers. Joseph T. 
Dougherty, technical representa- 
tive for du Pont, was re-elected fi- 
nancial V. p. Newly elected officers 
of the society are Byron Rouda- 
bush, president of Byron Motion 
Pictures, treasurer, and Wilton R, 
Holm of du Pont, sessions vice 
l^resideiit. 




Make it look good, Irving, we're on TV. Coast to coast. Being 
carried on WITN-TV, and NBC in Eastern North Carolina. Watch 
the helmet. It's not mine. ARB* reports WITN-TV now leads its 
market with 215,000 TV homes able to receive against Station Z's 
199,000. Stop showing off with the pike, Irv. And what a market. 
Doherty, Clifford, Steers & Shenfield places Greeriville-Washingtou, 
N. C. among its 30 Advanced Markets and No. 82 nationally. WITN- 
TV increased its net weekly circulation 41.3% since they erected 
their High and Mighty tower, tallest structure in the state. Irving, 
are you listening? Don't just sit there with your head hanging. 

•ARB Coverage Study Feb./March 1963 
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Power increaser \VSEE-TV, Efie: 
Pa., has received FCC appro\'al % 
more than double its effective radi 
iitcd p()v\er,'from 137,500 watts tc 
285,000 watts with a maximum hw" 
izontal power of 401,000 watts. The: 
station hopes to reach a gjoal of I 
million watts power hy next sup? 
mer. 



f 



Proposes acquisition: Teclini 
Corp. has proposed the aeqnisitign 
of Town Photolab, whicli spef;:i# 
izes in photo finishing, film irjefi 
chandising, and direct mail order 
film processing. Patrick Frawley, 
chairman and chief e.xeeutive officer 
of Technicolor, said the tvvo CQm» 
panics have agreed "in principle*' 
that the purcha.se price would 
about 130,000 shares of Technicoioi 
stock, equivalent to one share 
Technicolor for alx)ut 4\3 shares 
Town. The consummation of tfe 
transaction is subject to furth^jf tie 
gotiations and the approval of the 
firms' hoards and Tovvii sliare 
ers. 



NEWSMAKERS 



Richard H. Rigcs to sAles ny-MM. 
of ^^71M-l'^'^ Lansing. He vvfff 
sistant manager of WIMA-TV-Ra|i 
in Lima, Ohio. 

Jerry Tuo^^ipso?? to general sales 
manager for KGMB-T\', Honolulu. 
He was with Pepper Sou nil Stiadioi, 
Ziv-T\' and Taft Broadcasting. 

Frank Rkymolds and HuKii IliLi 
to newsmen at ABC's WBKB, CM 
cago. Both were previously wMi 
CBS station ^VBBM, Chicago. 

Fred Vox Hoeex t« accOTBlt; 
exccuti\e with BCIKG-T\^ 'Smi 
He was the statioa manager for 
KING Radio nnd KGW Radte, 
Portland. 

Clyde Simtzeh to general m\ 
manager for the mdia ami h' # 
\ision of Triangle Publieafi©ns> 

MArJUCE B. Mitchell to prm- 
dciit of Eneyclopaedia Britauiii^. 
He was with CBS in ;Mhiugt»n, 

Paul R. Fry and Ewxfjt €■ 
Sanders the fitMd staff of t\m Na- 
tional Assn. of Broadcasters. Fry ii 
former president of liilaud Broad- 
casting, will oixerate from Oinali3> 
Sander.s, operating from Elai*f- 
port, was clvief ii{ the Amfrfcaa 
F(Mces Radio Network in Eirropf. 
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Trit>une is first out 

itii ttie morning 
!hanks to tv spots 




1 % M u s! % r I 1 t .111 I 1 1 r If 
liri ikiim III %^ s lid II. li < (!• h! 

.MH S SU { .ill .III I •< IH \ T< iU \ t I I 

prmliK hull \Liil I'.sjM rt K^mM' 
l,«>i\ t(ils Iliiis it i\ lilt suqri in 
lli.d .iiimn^ tin- n p< rt< i .iiif! « diluf 
liiistliiiu .iImiiiI tli< III r, III I nhiini 

« l!\ 1 0< (III lK'i( >rf |»t I V ! llll< I!' 

Iiiuls .1 I'KL .iu«iii.\ HI HI Ir-. HI' ! ■ 
liir< ! J «. oiiliiliTs III (l< xil ii> 

I !i< i oiimirr* i.ils j I i |M H < I i r 
tlic t liriit .irr {<»iH<n<f! .mm! | h 
(Ins c-tl III .ippioMiii.it! K till! t li )i 
.iikI .iirrt! our hour l.it« r U ttl 
t\\( I nhuiu s iu-%\ lonii it tli< o in 
in(T( l.iK iii>t niilv iii\t flu IK !m I 
cxpl.iiii It .iikI I rr.itf iid'Td st »ii ii 

HrcciitK iur tlic t\ iiiSdkIiu t!< II 
<i| tlic new SiiikI.i\ '.•tliKii I r«il 
I'.ipcrt liiiiiscll di st nix tl t!i« fur 
in.it, t rrt.iiiil\ iii(lu.«tn!U first 1 1 
.iticiu \ tr'-.itiiH iit 

rlir \ oiinu, Imt t .ip.ihlf Pkl iii iii 
wild (.irnrs tlic iii.iiui hnrdi n t 




7:30-8 Story chosen lor commercial is dis 
cussed with the reporter for proper value 




8-8:30 Holland sits down to write commercial 
copy in the newspaper's busy city room 






9:05 Arrives at CBS with proofs, pix, copy ready for production of 5pot in will itir 
9:10-9:30 Announcer Joe Given goes over copy while Droductjon crew plans caniera shcl 



8:30-8:45 Pictures are found to illustrate 
news story and portray paper's new format 




8:45-8:55 Holland hangs around press room 
to get proofs of first page for commercial 
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11:20 Commercial appears on CBS news, cleared tor use on NBC 




:15 ftob Ltfrle, acc exec (1), John Chola- 
ptvium (c). at production scene 



irsponsihilit) IS lion lloll.iiid. tech 
iiic.lIK .1 ( i)p\ v\ I ltd . hilt III fssciicc 
.1 i.ick ol-all-tr.uk's i m titc profit 
It IS Ills job to seek iitit the most 

Sllit.llllc S st( >l \ . (llSfllSS it v\ itli 

the reporter, wiitc rop\ lor .1 \oui- 
o\ cr li\ Joe ( M\ (11. liiitl ionipic- 
lUfiit.ir) pi\ I II films, sti iir«- .1 pi out 
of tlir first p;iur, zip ti\ cr to ( BS 
studios m .1 t.i\i .iiul lirip pi. in tlic 
prodiK tioii ( set' pic liirrs . 

I lie idea ol doinu .1 wliolr coin 
incri'i.il Irum st.irt to liiiisli in onr 
(A ciiiiiu sttinn«-d ('BS .it first " TIha 
s.iid \\ c \\ ere ( i .i/\ .' s.iid one .i<^riii \ 
III. III. But now .ilt« I two \ c.irs ol 
opcr.itioii the editors .iiinic \ m.m. 
•nid network prodnttion st.ill h.i\i' 
the pl.mninu down to .1 smooth ami 
l.ist -ino\ iiiii operation. There is no 
sense ol p.mii e\ en w lien tliiims un 
w r< II 1 u — and thinus cm uo w r<iim. 
.lUeiKA men .idiiiit .Sometimes w ri'- 
crs .ire not .iv .lil.ihle to disc uss the 
new s with 1 loll.ind. soiiu'times tin 
Best pic tiires ciiiiiot Be loiind. soiu ' 
times the eoiiiineici.il is held up he 
c-.iiise the I rout p.i'ie is kite, .md on 
occ.ision the whole eoinmerci.d le 
(|neitc'e is held up Bee .iiise I lolkind 
IS kite ( The cl.n spossou c o\ « r< il 
the procedure he w .is del.i\ ed he- 
c.iiise ol sailBo.it troiiBh 1 Ik re 
h.iv e Been some c lose slia\ es But 
the commerci.ils h.ne alw.ns Be< n 
rc.icK for .liriiiu on tune 

For in.iMniiiiii etlu leiic \ .1 ttiiK- 
sc hednle is lollowed. u< ttiim m ic 
riuid as the e\eiitim we.irs on IB 1 
kind spends iniKh of his e.irK timv 
t.ilkiiii: w itli lit raid I'nlnnxt < ditor 
jim Bellows to decide 011 the neist 
siiit.iBle stor\ I his do4 s n< ! .»K\ .!\ >» 



III* .III the |i .id sh i\ hilt 1 ttio 1 tin 
one tll.lt Best shows Bow 1 1 it / fl'< 

mil edits .1 ps|)ir dilf« r< ntK fi< u 
other p.ipers S(i»r\ wliHhliiids 
itself til .iii.dxMs <l whats In land 
the s till v'i !(% .uid \^ Il ! 

'I iniinu lor tins liid 1 tin 1 dn!i( s 1^ 
tIexiBk up uiitd !B< nionii nt tlx 
Iroiit p.iiie is r< .hK \I (hit Urm 
llolkiiid tiiiis! B< Il id\ ii l.iki 1 
cpiic k prsMtl .iiid ui t o\ I r ( > ( li's 
Ik re the d >iiimi-r« I li is prodiM < d 

\e( dk SN ti ! s.n tin CI mini n I lis 
.»!« piodiu i'd on \ idei t jpi !< t 
«piic k echtini, .uhI minx <ii iti os» m 
the .iir \Boi(t ! ^^ « 1 thirds ,4 i\ <, i \ 
.ire OIK -iniiuit! s« H»nni4 « inuiu r- 
c I. lis 'I Be\ .tre nri d I k dk 1 u 
eitlu r CBS I \ or \B(' 1 \ 

Since contm>nt\ c li .u snti is m t 
c'ss.iiA ( BS has « iiijxi^Mi r< sl I Im .k ! 

iK(\vo(k dir< c t< r U p.i\s on 
st.iiid.irds II tin same niiiimroi 
.ip[>4Mrin^ on ( BS ne\^s is t > .ip 
pe.ir on .uh tin r in t s \hou \ lU >. 
fiHidii Slinti . !« r ex.nuplt . I h i! md 
must t.ill ,ni \ B( «niitimiit% m 11 
,it liione th.it tii'^ht .tnd n id I 11 
the c«ip\ 

I'kl um s ninch if tin 5 r< di! t- i 
: Hh lent prodiH tion t > ( H'^ s! I 
c oop« r.ition .md .)\ .sd iB'ht\ ■ S 

sjX c < finipUH ! t \\ itit tl I I « 
f( Il j)s a iiH till m1 ■ if <p 1 I I r r! 
Si n r.ipid » Il ii^( s I -^h ts r 
possihit So < r d <tl r j i t ! ■•• 
stiidi s h i\ I In < n tri I v-i itl I % 

SIR C ( '--s 

1 III frthim \^\ \ sp< I l\ I i - 
ol its n« ir 's! niil n I 1> i « ( i»> 
1% . IS ord( ne • Ir 'm tu » i i t 
s« .immisi I .mini ri i.«B .» w i 5 k ^ 
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SYNDICATION 



7 Arts meets in N. Y. 



MAIN' POINT of business at its up- 
coming sales meeting will be 
discussion of marketing plans for 
Sc\'en Arts' new Volume 8 of "Films 
of tbe oO's" in addition to tbe new 
Out of the Inkwell series of 100 five- 
minute cartoons. 



Tbe general meeting will invok e 
tbe entire Se\'en Arts sales force 
and it is scbedulcd for 22-23 
October in New York. Additional 
higbligbts of tbe agenda include a 
sales re\'iew of otber Seven Arts' 
product. As of last week, sales fig- 





AA taps ^Presidents' 



L 



Allied Artists Television Corp. 
formed three years ago as a 
distributor of feature films and 
tv series, is now producing a 
series for tbe first time. 

The Presidents, a group of 
104 five-minute episodes on 
tbe lives of U. S. presidents as 
ebildren, is now in production 
for the syndication market. 
Each episode of tbe series, de- 
signed mainly for showcasing 
in local children's programs, 
consists of 30 to 40 full-color 
paintings shown in "cinemo- 
tion" — tbe storybook tech- 
nique with narration and mu- 
sical score. 

Twelve episodes are now in 
production. They include sto- 



ries about George Washing- 
ton's adventures in the Indian 
country as a young surveyor, 
Andrew Jackson's experiences 
as a 14-year-old prisoner of 
the British, William Henry 
Harrison's Indian battle at 
Tippecanoe, Theodore Uoose- 
velt and the Rough Riders at 
San Juan Hill, and Dwight 
Eisenhower playing football 
against Jim Thorpe. 

The Presidents is a \'irieo- 
craft International production, 
produced by Arthur Rankin, 
Jr., and Jules Bass. Director is 
Larry Roemer, writer. Leu 
Korbkin, and narratfjr, Ber- 
nard Cowan. Series is being 
screened for agencies. 



lu es stood as £o11(Bvs: \.fll:um.e 1 
"Films of the SO's" sold in 144 nr^ij. 
kcts; volume 2 in 121 markets; wl- 
umc 3 in 1L>; ^•olume 4 in 91; Ami 
\ olurnC 5 in 89. Also, five more deal* 
^\'Cre signed for die balf-bour ti, 
special, Chiirchill, the A/mi, bti^-i 
ing total markets to 23,. 

Addressing the sales meeting wHl 
be Robert Rich, vice president Cfii 
general sales manager; EfeiBM 
Klauber, viae president and fi^ 
tional sales manager; Herbert IR 
Richek, director of operations; 
Har\ ey Chcrtolc, director of aAsa:- 
tising and publicity; find Leojflacd 
E. Hammer, director of statea 
representatives and sales. <^ 



NEWS NOTES 



Tv tape firms merge: Tcie^Ti|! 
Productions and Video Indiistriif 
Corp. of America (VICOA), ]xA' 
now commencing their fourth ysar 
of operation as producers of fv 
shows, commercials, and indusfrM 
closed circuit productions, hpff 
consolidated^ subject to apppffl ' 
of both groups of stockholder? his 
25 October. Tele-Tape Prodtrction^ 
with general offices in Cliimgl, 
sales offices in New York, and in 
engineering plailt in New J&rs^:, 
has operated principally in tbe e^#t 
and southeastern states. VICOA, 
based in Chicago, has operated 
principally in tbe midwest, Thje 
surviving eonrpany, Tele-Tape Pro- 
ductions, will have o\ eE $1 milliM 
invested in equipment, ineludiijg 
twelve 4'^-incb Marconi iiiTttge ttr- 
tbicon cameras and six Ampex mo- 
bile x'ideo tape recorders bowsed! in 
three 40-foot custonj desigiTed, s#l- 
contained mobile "t\' studioW' V'Mr 
der the provisions of the propasel 
merger, the VICOA stOicUinld:eis 
will receive sliares of stock in Tele- 
Tape. 

Metrometlia bu> s 'Biirkc's Six of tlii' 
seven Xletromedia tv O&o st^tlaita 
will be programing Tui ted- Artists- 
TV's Stoncy Bitrbe series. Oiwift:?! 
from the deal was KTT\', Lxls An* 
geles, due to the fact that iW 35^ 
episode series had been pureteffpd 
b>* KCOP-TV, Los Angeles, priar M 
tlie Metromedia inultfple-st«ti#tt 
bu)'. Tliis sale, combined with sf*' 
eral reeent single station &idm^,, 
brings total markets for dtc prix^ 
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•am, distrihiitcd hy the ICtturomcf 
iviNit>ii, hi markets Otlu-r s.rlcs 
fvvN coiiu's Iroiii Mid-Anicrira 
'ulco 'I'.iju' I'rodiii'tniiis. .i di\'isi()ii 
\VC\, hit-., uhu li s.i\ s tliat 
Innit Miisii' is c iincntK liriiii; car- 
ii'd on I') V S. \tatii>ii> .md in seven 
itei"4n ((uuitiies. 

's i'jic sales clinil): 'I V \ (tirketeers 
told its Tv Six Par, a series of 
S lioiir-lonn t\' specials, to 1 I 
iixopean countries, in addition to 
ide s\ ndieatiou in tins eonntrv . 
.inenp nielndes Ireland. West Cer- 
j(iji;n\', Australia, I'inland, Sweden, 
jtt'luinni, ltal\, Holland, riiilij)- 
xiiies. Denmark, and New /.ealand. 

Revision I'ilm ICxliihit 1963, held 
t Saw convention time last year, 
rill he repeated April 5-8 in (]hi- 
,LUt>. to coincide with the IfJfi \ 
sVB convention. Tw(>nt\ t\' film 
iktrihntt)r.s will c.\hil)it their wares, 
t a nitH'ting last week, an cvecn- 
(ve committee, comprisctl of a si\- 
jan hoard, was oruaui/ed. 
.\lcmhers are Hichard Carlton, 
F.jns-Ln\ Teles'ision. and .Man Sil- 
crhach. 20th-Ccntiiry-Fo\ Tcle\ i- 
ion (co-chairmen); Ilarvcy \'ictor, 
ayark Films; Barr\ Lawrence, 
'njted Artists Television; Hichard 
ef. .\ICM-T\'. and Len Fire- 
tone, Four Star Distrihution. 



Police chiefs honor 'Lawbreaker* 





1^ 



Intl. V!»sn. of ("liic'fs of Poliic liiis titccl I' \- r\"s l.fi" M.ir%iii I'rfsi- 
l.aubreiiker" %M'th iiii V^vhrI of Spctinl Mi-ril, first fiini- a progru 
hecn so lioiuiri-cl. Hcceisiiu; pljif|Uf from ('ol. Stiinlm l\ S» hrol 
lACP pri'siclcnt :iiul ("imiiiiiaSi fliifl, at "Otli I \VV coin cnn'iin in lli 
is MjHifice I'lmer, vwv pnuliiffr for tlu* first-run s> luliiiits-tl si-rics ami 
jufs.. Hapifr-l' \-'r\' Protliictions. \t left is I \C I' vwv dir. (,)iiiiin Tmnin 
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Xew musical series: Sinner Bohln 
\'inton has been signed to star in a 
tv series of 26 half-honr nnisical 
\*ariety shows by Rollinu Prodne- 
tions. a subsidiary of Nathan, Johns 
6c Dunlap. \'inton will host the 
show, geared to teenagers. 




Promoting The D. I.' to the G. I. 




Vy>sCT-TV, Crecnvillc, X. C, hat] kcmkI reason for tbinkint; its siii<lii*ni'v 
vKoiild want to watch the feature film, "Tlie I). I.": The \l.irines" Ciinp 
Lejiiene is in \~iewinq ranue. VV.\'CT-1A' "\|oniinu Show" host Shfnii.in 
flustjed (I) interviews two I.eiiiene drill instrnitors as part of .i prunmiion 
of the .S"e%eii Arts \sSoc. feature fiJiii, \<hieh stars Jaik \\ ehh 
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CBS 



Covering 66* counties 
in Georgia and Alabama 

•CIAOI I COVflACI AttA 

YEAR IN, YEAR-OUT, 
TV-3 IS PREFERRED 
BY LOCAL AND NATIONAL 
ADVERTISERS 

People believe in TV-3 
... so con you! 

[[onie nf For! limning! 




fl CALL 

HOLLINGBERY 



STATION REPRESENTATIVES 

Small, medium marts 
targeted by TvAR 



THE NEED for an industry-wide 
selling job to encourage increased 
use of spot tv in medium and small 
markets was rexealed in the fourth 
annual analysis by TvAH of tbe spot 
dollar figures just released b\- the 
FCC. 

The study showed that between 
1959 and 1962, spot tv billings rose 
from S8.75 to 811.03 per t\ family 
in the top 20 markets, a 26.1% gi^i"- 
Stations in markets #21 through #40 
also felt a billings gain from $7.37 
to $8.92 per faniil\- over this four- 
year span, a 21% advance. How- 
ever, in markets ranked below tbe 
top 40, per-family inxestment in 
spot tv remained fairly stationary — 
ax'eraging $5.73 in 1962 compared 
with S5.32 in 1959— a 7.7% jump. 

There alst) emerged an indication 
that stations in certain markets 



strongh' need to promote the im- 
portance of their area to advertisers, 
rather than compete against each 
other for a\ailable spot tv money. 
There seem to be wide x ariations in 
the amount invested by advertisers 
in many markets which are similar 
in size or location. For instance, 
1962 spot tv billings were $11.43 per 
t\' family in Baltimore, and $8.79 in 
.\linneapolis-St. Paul. It's also curi- 
ous that advertisers in\'ested $14.07 
per family in Hoiiston, Galveston 
(which ranked #23 in 1962) but 
onlv $9.84 in Dallas-Ft. U'orth 
(#12). 

The general spot tv picture 
looked health)', howexer, with the 
national ax'crage rising from $9.65 
per tv family in 1961 to a new high 
of $10.99 in'l962. The high point of 
the per famih' scale was reached in 



Chicago and Buffald-Kiag4tra Fu|]| 
(SI 5.21) and ihe. low point la 
Ex'ansxillc. Irid./Henderson, 
($3.53). 

The Tn'AJI study coxers niaTk^j! 
for which FCC figures are avaA 
able; that is, those with three, or 
more' .stiitions reporting. Dettoil is 
excluded liecause FCC figures 
not include CKL^^'-T^^ W'indwt- 
Detroit. 



NEWS NOTES 



Newly appointecl rep: Nornijin Pet* 
rault, of F.M Assoc. » New York fiep 
firm, ha.s been appointed represffflt^- 
ative of \\'DMV(F.M), Pbiladelphk. 

New office: Edward J. Dex'iiey, prtl* 
ident of Tbe Devney Organizatiwa. 
has anncmnced the opening of 'M 
Atlanta office, beaded by David Car^ 
penter. Tbe new branch is at 141)1 
Peaclitrec St., N.E., Suite 271. Tefr 
phone: 404-876-8548. 

Metro Radio brUings up: Total 
tional billing for the first niSe 
mojiths of tbe year at .Metro Ra4io 
Sales is up 39"^^. All stations regg^ 
tered increases, tbe smallest hdag 
27'~< and the greatest 84%. Statimis 
included arc KMBC, Kansas Git|:; 
WCBM, Baltimore; ^\"HK, Cine- 
land; \MP, Philadelphia, mi 
WKEW, New York. KLAC L» 
Angeles, another Metro Radio Sallei 
station, is not included, since it only 
joined tbe Metro list in July. 



NEWSMAKERS 



M vRHY DuKAXDO to salcs aceotmt 
e.wcutixe with Metro Radio Siite. 
lie was formerly with Il-R Reprr- 
sentatives. 

Ralph P. McCaskv, Jh. to tdf vi- 
sion sales e\rcuti\'e in the Cbis?*^' 
office of RKO General National 
Sales, lie NNas with PtHerls,, Grfffln 
and Woodward as account emecw* 
tive. 

Ke\ F. Campbell to tbe Ntnt 
York sales staff .of the Katz Agtnra . 
l\c was formerly with Il-R liepw- 
sentati\'es. 

John T. llAHriG.Vis* to esefnfive 
\'ice presitlent and partiier of tlar 
Automotive Radio Group in Chi- 
cago, lie was nwi^dia snpcrvisoi; Stk 
Compton Ad\:ertising there. 



PGW's silver anniversary with station 




Fcfcrs, Griffin, W'oodwnrd rcc'Ciiflv licld a ccri'inojiv at its N. Y. liciid- 
(Iii:irfer.s to mark 2,5fli aiiiiiversarx- of exclusive rcprcscnfafioii of \VDI?J, 
Hoaiiokc. Taking part were I'GW prcsidoiif II. I'resfon I'cfcrs (seated 1), 
presenting placpie to Hay I'. Jordan, liroadcast v. p. of Times-World Corp., 
W'DHJ owner; (1-r, standing) I'CW tv president Lloyd Criffin; Times- 
World radio v. p. Frank K. Koehler; I'GW v.p. -radio dir. Ha\' Staiifield 
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,\'<-^vs from nation's 
cxipiul of spnial 
inti-rcst to 
21 Oaobcr lOCT 



Impartial observers were dismayed at the poor relationship botwoon 

record manufacturers and radio broadcasters . RlarinRly apparent at 
the Hartford NAB regional conference recently. 

Broadcasters were miffed by absence of any representative from the 
record industry ' s major manufacturer association (RIAA) . Those repre- 
sentatives and observers who did turn up from the record industry, wore 
equally miffed by some of the derogatory comment about their sales repre- 
sentatives who were given "back stairs" status by some stations. 

The Recording Industry Promotion Association (RIPA) reportedly has 
protested to NAB that broadcast stations cut off all liaison with record 
representatives , giving them no chance to talk to station people . 

I n t e r d e p e n d e n c e of record manufacturers and radio broadcasters is 
clear to outside observers . but is seen on the bias by participants . 
Record people claim they saved radio by providing inexpensive pro- 
graming when tv took over all but music and news , and still furnish stations 
with all the free playing records they require . Broadcasters claim they 
are the prime source of record exposure , and carry into record dealings 
the running feud with ASCAP on payment of performance royalties — although 
record companies have no say in performance royalty. 

Mellow presence of Carl Haverlin, president of Broadcast Music , Inc. , 

and RCA Victor Records ' William Alexander at NAB ' s Minneapolis meet 
may spread a little balm. 

Cooler heads on both sides would like to see better rapport . Part 
of the trouble is lack of understanding. Record companies find broad- 
casters confused over manufacturers ' role in the royalty picture . 

The copyright owner collects only "mechanical" royalties f rom record- 
ings of his music . These royalties are generally well below the Copyright 
Act maximum of 2 cents per tune , and amount to modest sums even on hit records 
in today ' s competitive market . Copyright owner lives principally on his 
performance royalty. 

Mechanical royalties are collected through a trustee office. ASCAP, 
BMI , SESAC and similar groups license only the public performance rights 
established in the statute for copyright owners . 

Better relationship between record and radio people may become a 
matter of urgent necessity if and when proposed revision of the Copy- 
right Act gives the owner exclusive control over recordings of his copy- 
righted music . 

At present , once a song is recorded , any number of manufacturers can 
also record it on payment of mechanical royalties , under the "compulsory 
licensing" proviso . Copyright Office recommends an end to this . 

The bidding could go high for top tunesmiths , and the increase would 
undoubtedly be passed along in some degree to broadcasters . 
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NAB president LeRpy CoHiMS ' pleas for impr0Vea broaacas t er-aw!i Bnl e 

rapport had an eloquent echo from darl Haver 1 in, pnesldent of B:raad.- 
cast Music , Inc. , guest speaker at NAB ' s Minneapolis regional me^ty 

Haverlin, dedicated veteran of 40 years in broadcasting, was frankly 
inspirational in his approach to broadtraster consideration for hi§ audi- 
ence, dangers to programing freedom, and broadcast commercials. 

Haverlin took off after the "elite corps" who would program fqr Ameri^ 
cans "for their Own good.* He reminded legislators that this ccineept runs 
counter to the democratic grain. If the pu^)lic can be entriistead with the 
vital business of electing its government— it can surely be allOfed tjo 
choose its own programing. 

He did not go easy on broadcasters with closed minds, saying when 
egg-heads insist people would benefit by typeS of programing they dv> nat 
get, it is "entirely possible" for this to true. He urged bro0dcastei«s 
to listen, and to revive the early bold and experimental outlook that gave 
American broadcasting its unmatched vigor. 

-^If^ " If you are guilty of anything, it is that you have failed in makityg 
known to audiences your Sensitivity to their Opinions ^ ». bQtli audi-r 
ence and broadcasters have come to take each other too much for grant eA. " 

Haverlin told broadcasters: "I urge that you start explaining your- 
selves, your aims and your objectives . * . tintil the people you serve under- 
stand they have an even greater stake in the aattBr (of broadcaster frfig- 
dOm to program) than you have. " 

-^^r^ Out of his own experience with broadcast advertising Copy, Ha^verlin 
credo is ; fewer words will do it better. 

Haverlin suggests a thorough study of how tO accomplish the adver- 
tising goal of selling products with fewer words. 

In his own experience, by paring the redundancy out Of coffimercials — 
with agency and client approval — *We achieved less clutter, an easier and 
less hurried delivery." In fact, ultimately, "We went from words to syl- 
lables on our rate card." 

Whether emphasis should be on rearranging intorruptive commercials, 

or paring redundancy — bo tlx industry and government spokesffien Sggg 
to be veering steadily away from the stopwatch approach as a formula for 
commercial reform. 

FCC Cmnr. Robert E. Lee gave added impetus to the trend during a reeent 
talk to RAB management conference in Detroit* Lee Said his own analysis 
of 500 out of the S,,500 complaint letters to the FCC showed most irritation 
was roused by too frequent interruptions on tv. 

Lee would take no stand on the FCC's battered proposal to adopt NAS 
Code. But he admitted that NAB code adoption might be a poof answer to 
commercials problem — and leaving limits up to individual broadeasiters 
might be a better one. 



Cameras and TV Tape Recorders by RCA! 
Creative Technique by MGM Telestudios! 



The T\' commercial has been dcwribcd as "60 sectmds of perfection " Mjn> of them 
arc. And that's u hy MGM Telestudios decided to "go RCA. All The \H a> " MGM TrSc 
studios originated man\ of tape's ads anced priKJu(.t!«>n tcthniqucs George K Goy d. 
President. sa>s, "Our neu pft>duwtion techniques hjsc just aK>ut passed the tapabilitics 
of our original equipment The R( \ Ik M) cameras and TR 22 fcv.ofdefs uc are m 
.stalling are truK "new generation" equipment Iheir expanded tcchnn^al pcrforman*. c 
will allow sideo tape to continue its dsnanut. dc\ clopnient js one of teles %i m\ pr me 
production tiwls " , „ , , ^ , , ^ 

Hi -J III- \3Jnn1 and I fU\ 'I / qis pmfnt CamJrn \ i 



The Most Trusted Name in Television 
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IHE PASI YEAR ' 

AS COMPILED BY BILLBOARD 
ARE AVAILABLE AND LICENSED, 
TO BROADCASTERS THROUGH 



BROADCAST MUSIC, INC. 

589 FIFTH AVENUE NEW YORK 17, NEW YORK 

CHICAGO, LOS ANGELES, NASHVILLE, TORONTO, MONTREAL 




